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Time or Space — or both! 


Yours is 4 proposition to ponder On 5 a story that 
takes time co tell?) Space in PUNCH will-provide 

that time —- at peak viewing sqmengehy Because the 
audience for PUNCH Is always relaxed and receptive. 


PUNCH 
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Vetinitiies~ or 
barrow boys 


Sir,—Every advertising agency 
should have at least one barrow 
boy on its board of directors. 

These boys have no ankle-deep 
carpets and gayly decorated walls 
to impress clients to part with 
their money. They have no 
learned-looking media man and 
research workers with slide rules 
to pile on the “mysteries” of 
advertising. 

They have no executives who 
are there because (1) they know 
somebody who knows somebody, 
(2) his father was once a matinée 
idol, or (3) because they've just 
come down from one of the 
universities. 

These boys have no mentally 
sterile copywriters who have 
probably never seen a market. 
They have no artists who do a 
touch-up here and there for art’s 
sake. They have no typographers 
who think this face will sell 
pumpkins, while another would 
ruin the market. 

The truth of the matter is that 
these barrow boys can bring you 
to the point of buying quicker 
than any ad I’ve written or read. 
Agencies should send their staffs 
into the markets to listen to these 
one-man advertising agencies. 


EsME BIDLAKE. 
Chilston Road, 
Tunbridge Wells. 


TV film-making 
costs may have 
fo go up 


Sm,—I endorse the very sound 
views and comments which 
R. W. Dickenson so adequately 
expressed (April 20) on agencies’ 
relations with film producers. 

It is extraordinary how few 
advertising agencies appreciate 
the problems and commitments 


LEWIS KNIGHT & COMPANY 


To The Editor .. 


which the reputable and efficient 
production companies have to 
meet in maintaining a service of 
first-class studio facilities and 
technicians, for the production of 
TV commercials. 

Personally, | would say that a 
considerably higher degree of 
technical skill is involved in top- 
quality advertising film produc- 
tions than in the preparation and 
completion of advertisements for 
any other media, and thus it is 
that film advertising production 
costs are ipso facto higher in pro- 
portion to the cost of exhibition. 

Mr. Dickenson is right in 
stressing the two important 
factors not appreciated by so 
many agencies. They are that 
the same creative and technical 
processes are common to films of 
varying lengths; and the re- 
putable production company is 
obliged to maintain at least the 
minimum salaries, wages, studio 
and crew conditions prescribed 
by the unions. 

It is vitally important for every 
advertising agency operating in 
the TV field to realise that the 
reputable production companies 
have not made and cannot make 
even reasonable profits on TV 
productions, and unless these 
companies are employed by the 
agencies to the exclusion of the 
“cut price boys”—many of whom 
have already fallen off the band 
waggon—the agencies may well 
find that to cover the overheads 
of a continuing service, the top 
production companies may have 
to increase the present rates of 
charges. 

J. Guy Pressury, 
Director. 
S. Presbury & Co., Ltd., 
London, W.C.2. 


Outlets and 
publicity 


Sir,—I have been interested in 
the correspondence _ between 
G. J. S. Beedle (April 6) and 
L. W. Dunham (April 20) with 
regard to the difficulty of finding 
manufacturers’ goods that are 
offered for sale in advertisements. 

Having served behind the 
counter, one has often felt inclined 
to regard the customer as being 
beyond redemption, but, after all, 
it is the salesman who must put 
his goods in front of folk in every 
possible way. Particularly is this 
important where items of mer- 
chandise have a limited number 
of outlets and the type of product 
has several competitors. 

In addition, shopping for many 


ADVERTISING BALLOONS 


is limited to a brief time in the 
working week. More than ever 
branded merchandise has to be 
sold in advance, and the shopper 
not deflected en route. The 
timing of publicity of all kinds 
and the assurance that the mer- 
chandise is in stock is also more 
vital than ever, particularly as the 
whole pace of marketing is being 
speeded up due to a number of 
economic factors. 

Georrrey J. E. RHODEs, 
Home News, Manager. 
Noel Street, W.1. 


TAM sets the 
TV pace 


Sir.—TAM’s weekly standard 
minute-by-minute reports are 
indeed a world innovation. 
Before our first Tam-Ratings 
report, on the period September 
22-25, arrived on our subscribers’ 
desks on September 30, there had 


THIS WEEK 
Photograph of the Month—page 28 


NEXT WEEK 
Market Survey of the Midlands 


never been anywhere in the world 
a service which sent out, as its 
standard report, ratings for every 
individual minute of all transmis- 
sions. 

This was the point which Bed- 
ford Attwood rightly made, and 
which was discussed by your 
correspondent (April 20). 

As to speed, here again TAM 
has not only led the way in a 
completely new conception of 
getting its full reports each week 
into clients’ hands within five 
days, but it has also set a pace 
which no one has been able to 
rival. 

MARTIN MADDAN, 
Director. 
Television Audience Measurement 
Ltd., 
London, S.W.1. 


Work of a 
film poster 


Sir,—I am surprised at Stuart 
Lewis’s comments on film posters 
(April 20). He does not appar- 
ently appreciate their true posi- 
tion in the film firmament—for 
they are not intended to sell as 
perhaps an Oxo or Wincarnis 
poster might lead to direct sales. 
They are, in fact, just what he 
complains they are not! They are 
informative; but only to film- 
goers, since not even the lamented 
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Ealing Studios would ever have 
tried to use posters to pro- 
selytize. 

They are informative enough 
if the impression they convey is 
sufficient to sway a filmgoer 
from one loca! cinema to another 
for any particular film-week. 
The film companies’ exploitation 
departments and the film critics 
in the press have already been 
more explicit and thus done a 
job that posters cannot do any- 
way. (“That he who runs may 
read”—remember, Mr. Lewis?) 

One regrettable fact, so far as 
film posters are concerned, is 
that there seems to be a desire 
on the part of some film com- 
panies to suggest that a film will 
appeal to filmgoers’ baser senses 
and emotions. They flaunt sex, 
infer illicit love and generally 
promote mild eroticism! A film 
thus posterised, however, might 
turn out to be more of a “Little 
Women” than a “La P... 
Respecteuse”! 

Can it be that they are giving 
the public what it wants? 

Peter J. WESTON. 
Richard-Stannley 
(Advertising) Ltd., 
London, W.1. 


ISMA branch event 


Lord Luke was guest of honour 
at the president's night of the 
Royal Counties branch of the In- 
corporated Sales Managers’ Asso- 
ciation at Hotel de Paris, Bray, 
near Maidenhead. Some 60 lead- 
ing sales managers of local firms, 
and guests from USA and Canada 
attended. 


idiesl: nieeresd 


Birmingham Commercial Films 
Ltd., already producers of films 
for industrial and commercial 
clients and the TV programme 
contractors, have been contracted 
by Associated TeleVision Ltd. to 
produce a Midland TV newsreel. 
A separate division, the BCF 
TV Newsreel Service, is to be set 


up by the company. 
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Advertising in 
WOMAN’S OWN ranks 
with the most powerful 
publicity forces 


anyone can employ 


for increasing sales 


to women! 


STUART MANDER, ADVERTISEMENT DIRECTOR, 
GEORGE NEWNES LIMITED, TOWER HOUSE, 
SOUTHAMPTON ST., STRAND, LONDON, W.C.2. 
TEMPLE BAR 4363 (40 LINES) 
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Use the Empire News & 
Sunday Chronicle to strengthen 
your Sunday schedule where 

it is weakest 


The Empire News & Sunday Chronicle is a national newspaper with a regional 
bias towards the north of England. It is strongest throughout a vast and important 
marketing area where the aggregate readership of all other national Sunday papers 
is below average. As these comparisons indicate, the ENSC must be used for 


balanced national coverage : 


The 1.P.A. Survey showed that in the North-West 
and North-East & North Regions the aggregate 


“ readership of national Sunday papers other than December 1955. . 2,532,540 
Be the Empire News & Sunday Chronicle, when related 
a to population, was 18% lower than in the remainder January 1956... 2,508,845 
of England and Wales. . 
9 According to the I.P.A. Survey, 64°%% of Empire February 1956... 2,574,214 
News and 62% of Sunday Chronicle readers were 
concentrated in these regions. No other national March 1956 .... 2,623,805 


Sunday paper showed more than 32°,. ; 
March increase over January = 


In this as in all other respects the strength of the ENSC 114,960 copies per issue 


and its value as an advertising medium continue to grow Rate per inch per thousand copies 1.51d. 
with its rising sales. 


So 


ONE person in FIVE reads the ENSC... 


it must be used for balanced national coverage on any Sunday schedule 


bw) 
cs 


Seeeeeeeeeeeeeeeeereeeeee 


Rate per s.c. inch £16-10s. Estimated readership: over 7,300,000 


JACK EVERETT, ADVERTISEMENT MANAGER, KEMSLEY HOUSE, WC! . TERMINUS 1234 
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INTRODUCES YOUR 
PRODUCTS TO THE 

HOMES OF 


NORTHERN 
IRELAND 


NTP BOOK EARLS COURT 


The Advertising Associa- 
tion this week announced that 
this year’s AA Conference— 
from Wednesday to Saturday 
next week—is becoming “the 
biggest Brighton advertising 
conference in history.” 

Over 1,300 delegates have 
now registered for the Con- 
ference. This is the largest 
attendance ever recorded for 


an AA _ Conference, apart 
from the two international 
conferences. 


Title of Sir Miles Thomas's 
speech to the clubs’ lunch on 


1,000 — 1,100 — 1,200 — 1,300 
Brighton delegates set new record 


Saturday, May 12, will be 
“My Message to the Clubs.” 
Sir Miles is a founder member 
of the Advertising Club of 
Oxford. 


Paul Addis will be unable 


(chairman, Crosfields (CWG) 
Ltd.), will deputise. 

“Advertiser's Weekly's” 
plans for the Conference— 
page 5. 


Coal council switch: national 
ads OUT — local papers IN 


The Coal Utilisation Council—an independent organisation which 
spends a considerable amount of money on national advertising each 
year—has decided to cut out national press advertising. The money 
paper and other regional publicity 


saved is to be switched to local 
schemes. 

J. S. Williams, a director of 
the council, outlined the new 
policy recently at the annual 
meeting of the CUC South 
Western Region in Bristol. He 
said: “On local publicity of 
various kinds we shall be spend- 
ing something like £90,000 this 
year. But to pay for this extra 
regional work, cuts must be made 
elsewhere. 

“In line with its policy state- 
ment, the council has decided to 
cut out national advertising. 

“The money we have spent on 
this in the past has certainly not 
been wasted as it has prepared the 
way for intensified local efforts. 
But we feel that at present our 
members will get greater value 
from our work in future by this 
diversion of funds to activities, 
designed, as it were, to take place 
on their own doorsteps.” 


Daily Granada ads 


From Wednesday Granada TV 
have taken small spaces every 
week-day in the II 
papers in the TV area around 
Manchester. 
Walter Thompson Co., Ltd. 


evening | 


Agents are the J. | 


Local advertising would run at 
the rate of “over £20,000 a year.” 
More publicity would be given to 
information centres. “We are 
also going to spend more on our 


public relations and _ editorial 
services.” 
He stated that the council's 


income for the year was expected 
to be £400,000; of this 39 per 
cent would go on publicity, ad- 
vertising and display. 


BIF date for 
three textile 


trade shows 


ART of the now-extinct 
British Industries Fair's 
booking for Earls Court next 
year has been taken over by 
National Trade Press for three 
textile fairs. 
They are the National Men's 
and Boys’ Clothing Trade Fair, 
the Household Textiles and Soft 


Furnishings Fair and—a new 
show—the National Men’s Fabric 
Fair. 

The following plans were 


announced this week by V. G. 
Sherren, NTP managing director: 
@ The 90,000 sq. ft. arena will be 


divided into three separate 
shows, divided by 20-foot high 
partitions. 


@ The entire floor area will be 
covered by 10,000 yards of 
carpet, in different colours for 
each fair. 

@ Although each fair will have a 
separate catalogue printed in 
its own colour, the three will 
be bound together and posted 
to overseas buyers. 
Exhibition fees will not be in- 

creased, said Mr. Sherren, and a 

large amount of space had already 


been booked. An_ extensive 
advertising campaign for the 
shows is planned. 

The Albert Hall dates left 
vacant by the switch will be 
taken over by further NTP 


exhibitions. 


OTHER NEWS 
HIGHLIGHTS 
‘= 6p 
p.5 
p. 6 
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@ As block charges 
goup... 
IPR Conference 
report... 


@ ITA meet new con- 
tract applicant... . 


@ Club news... 


p. 10 
®@ Golf match 
and —. P- 14 


Unions ballot on 
print offer 


The results of ballots which 
are being carried out by the four 
craft unions concerned in the 
printing wage revision dispute 
will decide whether a settlement 
is reached this week or next. 

Following last Thursday's 
executive meetings of the em- 
ployers, representatives of the 
four craft unions—the LTS, TA, 
ACP and the ASLP—met the 
following day at the BFMP to 
discuss details of final proposals. 

The union representatives re- 
ported back to their executives 
and instigated ballots. 

Although no details of what 
the final proposals are were dis- 
closed earlier this week, it is ex- 
pected that a statement will be 
issued to-day (Friday). 

In print circles it is thought 
that the proposals will be given 
a favourable reception by union 
members. 
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‘SPEED THE BLOCKS’ DRIVE 


IPA & FMPE advise how 
agents can get faster seein 


engraving service 


A national drive to streamline the system of 
ordering blocks was announced yesterday 
(Thursday) by the Institute of Practitioners in 
Advertising and the Federation of Master Pro- 
cess Engravers. First shots in a campaign by 
the two organisations have been mailed to 
advertising agencies, national advertisers, free- 
lance art studios and process engravers. 

Aim is to speed the production of process blocks 
by standardisation of handling and ordering. 

Say the IPA and FMPE: “For some time our joint 
consultative committee has been studying ways and 
means of increasing production in the process engyav- 
ing industry with the limited labour force available. 

“The public demand for illustration in all kinds of 
sane a matter is growing constantly, and the position 

as now been reached where difficulty is being experi- 

enced in meeting the requirements of block users. 
“We are launching this scheme to ensure that lager ree 

the fullest possible use is made of the resources at 


PLEASE HELP THE BLOCKMAKER TO SPEED THE WORK 


Duplicate Originals 


Ordering DCT 


nameplates, etc.) for ctifler 2 
precious time, and typesetting costs 


coarse screen and fine 

It is often better to use » duplicate 
anginal suntably retouched for coarse 
screen work 


On big campaigns please give your 
engraver a schedule of production 
Please warn your engraver beforchand 


if urgent work ws required 


Please use the STANDARD order form 
recommended by the Joon Consultative 
Conmmitiee 


the industry's disposal. We confidently anticipate that, 


with the co-operation of all concerned, many hind- 
rances to output will be removed and a better and 


speedier service rendered.” 

The object of the campaign is 
to advise block buyers in the 
correct use of the new methods. 

Copies of a leaflet, Your Diffi- 
culty is our Problem, have gone 
out to advertisers and agencies. 
Describing briefly the position in 
the engraving industry, it recom- 
mends the standard methods of 
handling and includes a specimen 
of the standard order form. 

“If you use the form,” states 
the leaflet, “it will ensure 
correct ordering and save endless 
time at the engraver’s end.” 

Agencies and art studios have 
also received more detailed 
instructions on the completion 
of the form. In addition, wall 
posters have been produced for 
art studios and production depart- 


ments. 
Standards 


The standards of handling laid 
down are: 

ARTWoRK.—Standard Scaling: 
For line—same size, and where 
this is not possible, half-up; For 
half-tone—same size, and where 
this is not possible, twice-up. 

TYPESETTING.—Only one logo- 
type for use in a number of 
formes wastes typesetting time. 
(“It is cheaper to supply dupli- 
cates of the logotype than pay for 
the additional typesetting,” says 
the committee.) 

DIFFERENT SCREENS.—Do not 
send one original piece of art- 
work to make both coarse and 
fine screen blocks. Send two 
originals—that for the coarse 
screen having been retouched. 

ADVANCE - WARNING.—Try not 
to make every job a rush job. 
Plan as far in advance as possible 
and tell the engraver the schedule 
of technical production you 
expect to require. 


cond quite ork toma d by the Juemt Comenl>oevee Comment al the 


Arwtttaste of Practitwor) n Adomtesmg wad the Federation of Vane xrs Cmgpanare 


One of the wall posters—measuring 144 in. by 9} in. 
—available for studios and production departments. 


Trish PR Institute elects officers 


E. A. Lawler (Electricity Supply 
Board) was re-elected chairman 
of the Public Relations Institute 
of Ireland at its annual meeting 
in Dublin last week. Other 
officers and committee elected 
were: Leslie A. Luke (vice-chair- 
man), Michael Colley (honorary 
secretary), Miss Pat Hunt 
(honorary treasurer), David Hayes 
(Aer Lingus), Brendan O'Kelly 
(David Brown Tractors), Aidan 
O'Hanlon (Bord Failte Eireann) 
and Captain Jack Miller (Defence 
Forces). 

The report referred to the 
success of the PR course at the 
Dublin High School of Com- 
merce, and the financial statement 
showed a balance of £55. 

On the night before the meet- 
ing, two of the committee mem- 
bers, Aidan O’Hanlon and 


Brendan O'Kelly, took part in a 
discussion at the Advertising-Press 
Club on “PR in Ireland.” 

Kevin McCourt, director of 

J. Carroll and Co., Ltd., 
expressed doubt that PR had 
made any impact at all in Ireland 
up to the present time; and 
Denis Garvey (Janus Advertis- 
ing) said that advertising agencies 
were in a difficulty because the 
majority of their clients thought 
of public relations in terms of 
free “puffs” in newspapers. 

The editor of the /rish Times, 
W. A. Newman, also commented 
on “puffs,” remarking that the 
work of “puffing” was often very 
clumsily carried out. 

Albert Price, chairman of the 
Advertising-Press Club, presided. 
Speakers were thanked by Leslie 
A. Luke and Basi! Clancy. 


May 4, 


BP film show in 
London for 
14,000 


More than 14,000 stockholders 
and their friends, company guests 
and staff, attended the British 
Petroleum Co., Ltd.’s London 
showing of its latest documentary 
films last week. Eight major 
cinemas were booked for Wed- 
nesday morning and the audiences 
saw the programme _ simul- 
taneously. 

The ws of 14,000 included 
over 9,000 company stockholders 
and their friends, together with 
some 3,000 other BP guests. In 
addition, more than 2,000 staff- 
members of the company and its 
associates attended. Total atten- 
dance at BP’s last show of this 
kind in 1952 was about 12,000. 

The programme consisted ef 
three colour films: “We Found a 
Valley,” which deals with the 
building of BP’s Aden Refinery ; 
“Speed the Plough,” a cartoon on 
the historical development of 
mechanical farming; and “The 
New Explorers,” which shows 
the company’s world-wide search 
for oil. 

The films were presented as a 
representative selection of recent 
productions by BP. In recent 
years many of the company’s 
films have been shown in public 
cinemas at home and abroad— 
they are translated into various 
languages—and have appeared on 
television screens in this country, 
America and on the continent. 


1956 


Journals take space 


at antiques fair 


Journals represented at the 
Antique Dealers’ Fair and Exhi- 
bition in the Great Hall of Gros- 
venor House, Park Lane, W.1, 
from June 13 to June 28 will be 
The Antique Collector, Antique 
Dealer and Collectors’ Guide, 
Apollo Magazine, The Connois- 
seur, and Country Life. 

Lady Eden will open the Fair 
at noon on June 13. 

Nearly 90 exhibitors will dis- 
play various antiques, all of 
which must have been made prior 
to the year 1830. 


At a luncheon at the Dorchester Hotel last week, Mrs.E. Noel Layton (left), a director of C. & E. Layton, 
Lid., and wife of the company’s president, presents Layton Awards to (Il. to r.): Miss Sylvia Weinberg, of 


Armstrong-Warden, Ltd., winners in Group 


C, black and white section; 


T. C. Grant, of McCann-Erickson 


Advertising Ltd., winners of the Colour Cup; Gordon Boggon, of Mather & Crowther Ltd., winners in 
Group B and Group E, black and white section; and Peter de Peterson, of the J. Walter Thompson Co., Ltd., 


winners of Group A, black and white section. 


y eS i" a | 
ES 
a as 
bi 
t tif a S Grademarks, 
a ) | 
Same original— 4 
bi 
a a . 
Ft ; . a 
| Rush work 
pA 
ou 
[ 
a Ordering 
eh” 
< 
i. - 
e : 
ee 5" 
a 
ome: 
i 
ay x 5 
ae 
. 
f po 
5 te i 2 } mg 5: 4 uy ae Fs - ’ 
¥ * oo ne oS m4! Es ‘ 2 -g 2. ! i 
a ‘eg ie 2? i ; % = 
= = <a | a * , .* gu 4 r. ad F 
“tt * ? 4 ‘ie ‘ ee ; e : F Bs Bee 3 a é Bly : oa J * 
nse Es 4 Beit ah a . = i — igs 
rh are =: Se bs ‘3 3 ie 3 eS Ee 4 a viet die & 
7 Se el eels * Se RES Nes - eeeacie 8 
<4 “> aris = at aay ~! : os as oe ‘ . - = 
 : a eine ary 3s - a ee a ea a |g ; : ‘ 
al : we Cg ik © ss w¢ ee ae . 
ibe oe: * f re fe ee? "J 4 “ding aE . - > ae ! 
a _ SP OE ag ee re co ee Sa lglg” Te eg a 
4B ; . “aa es eee = lacie g baie 
ie Le i ee ye Ringer es Sl Pog 
4 Pee Asc k ; Py , , ‘ 
> » . he 
wy ee a ‘ 
“Si 
ath « 
a | 
es ; 
‘ - on : se 
sks 5. 3 ee i . + eS Sa ’ i ial a ili 3 a, ae elle oan 
mo = ae | ies ae ae 0 TR. Se — 
- ' ee ey ean an” Ba 2 7 a % 
aig i 7 ie ee 3 5, ‘a . ni Ley) ae ee ae >< 


May 4, 1956 


UP 7% 


New wage agreement 


The Federation of Master 
Process Engravers announced last 
week that following a new labour 
agreement with the trade unions 
which provides for higher wages, 
the prices of blocks are to be 
increased by seven per cent from 
Monday. 

This is to cover the increased 
costs incurred by members under 
the agreement. 

A. N. Hunter, president of the 
Federation, in a statement on 
behalf of the council, said that a 
“spirit of co-operation” had been 
shown by both sides during the 
negotiations and a readiness to 
understand each other's point of 
view. 

The agreement not only 
covered the new wage structure 
but embodied certain new provi- 
sions which it was expected would 
assist the working of the industry. 

“Our customers,” said Mr. 
Hunter, “know that we have tried 
to keep block prices from follow- 


@ Continued on page 63 


I 000th ad 


Nigel Rainbow and Partners 
Ltd. have just completed their 
1,000th advertisement since the 
incorporation of the company in 
July, 1945. ‘ 

They have quadrupled their 
space bookings and have increased 
the number of their clients from 
21 to 55. These are almost 
entirely in the — engineering, 
machine tools and technical fields. 


IPR to visit Ford 


Members of the Institute of 
Public Relations will sail down 
the Thames to Dagenham to tour 
the Ford plant on Thursday, 
June 21. The Institute party will 
be the guests of the company for 
luncheon, and for tea on the 
return journey. 


Part of Bowaters’ stand at North- 


fleet Civic Week exhibition at 
Northfleet Secondary School. The 
exhibit tells the story of past, 
present, and future operations of 
Bowaters with photographs show- 
ing various processes involved in 
paper making and conversion into 
modern packages. First of the 
Bowater mills, the one at Northfleet, 
is also on the site of Bowaters’ 
extensive developments for the next 
two years, and local interest runs 
high. 


Packaging ‘men 
plan journal 


The Association of British 
Packaging Contractors is think- 
ing of employing a professional 
publicity agent and of adopting 
a trade journal as its official 
organ. It may also take a stand 
at the Packaging Exhibition. 

The Association, with a mem- 
bership of about 50, represents 
nearly all the specialised sub- 
contractors engaged in packing to 
Government specifications. 

At a general meeting last week, 
the chairman, K. C. Green (K. C. 
Green Packing Co. Ltd.), said it 
was hoped to assist the Service 
departments to create a central 
packaging authority with whom 
the Association would be able to 
liaise. 

“But it is first necessary to 
break down the barrier of appar- 
ent fear and distrust with which 
most Government departments 
seem to surround themselves 
these days.” 


ADVERTISER'S WEEKLY 


‘Ad Weekly’ will be at Brighton 


ladies to dinner. 


GIFT OF DAILY PAPERS 
AND LIST OF NAMES 
FOR ALL DELEGATES 


“Advertiser's Weekly” is going to publish a daily paper 
during the Advertising Association Conference at Brighton 
mext week. Entitled “Adconference Daily,” it will be issued 
on the Friday and Saturday mornings and will be available 
free-of-charge to all delegates. 

As in past years, “Advertiser's Weekly” is publishing and 
presenting a List of Delegates giving details of the delegates’ 
firms and their addresses at Brighton. 

Both the List of Delegates and the daily papers will be avail- 
able at the Dome, the AA Information Room and the Con- 
ference Club at the Metropole and at several hotels. 

Next week's issue of “Advertiser's Weekly” will be a specially 
enlarged Conference Number of more than 100 pages. 


Dinner to the CDC 


On Saturday evening “Advertiser's Weekly” will entertain 
the members of the Club Development Committee and their 


Hometown Saturday Nig/t on Satur- 


day, April 14, was transmitted 
from the Moseley and Balsall 
Heath Institute, Birmingham, to 
an audience which consisted 


largely of advertising agents and 
advertisers invited by ABC Tele- 
vision Ltd. 

ABC Television say that the show 
was a “great success.’ Among the 
artistes was Sabrina, seen here with 
George A. Cooper, advertisement 
controller of ABC Television, at a 
party which was held at the Mid- 
land Hotel afterwards. 


Last Sunday one of Rothmans Ltd.'s horse drawn delivery coaches was 
flown to New York to carry out deliveries of cigarettes for one of its 


associated companies. 


The coaches are correct in every detail with the 


1890 period when Rothmans was established. 


Advertising ‘most 
economic weapon’ 


“Advertising is the most 
economic salesman of mass-pro- 
duced goods that has been dis- 
covered,” claimed Neil H. 
McElroy, president of the Procter 
& Gamble Company of Cincin- 
nati, at a luncheon held by the 
firm's British subsidiary, Thomas 
Hedley & Co., Ltd. 

Products must be moved daily 
in great numbers to their ultimate 
users through advertising and 
promotion, he said. It would be 
impossible for the organisation to 
maintain its plan of guaranteed 
employment and the stability of 
its business without the Steady 
demand for its products that 
resulted from aggressive and con- 
sistent promotion of its brands. 

_ Mr. McElroy joined the adver- 
tising department of Procter & 
Gamble in 1925. He was elected 
president of the company in 1948. 

A full report of his speech will 
be given in next week's issue. 


7 
Lower ‘Mirror,’ 
o J . 
‘Pic’ profits 

Lower profits have been an- 
nounced by Daily Mirror News- 
papers and Sunday Pictorial 
Newspapers (1920) for the year 
to February 29, 1956. 

Daily Mirror net profits have 
fallen from £791,546 to £596,140 
after taxation of £233,084, against 
£482,943, and depreciation 
£179,629 (£199,567). 

Sunday Pictorial net profit was 
down from £436,467 to £426,146, 
after taxation of £337,052, com- 
pared with £430,990. 

As already reported, the Daily 
Mirror Ordinary dividend re- 


mains at 224 per cent and the 
Sunday Pictorial at 30 per cent. 
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ADVERTISER’S WEEKLY 


‘Public interest has fostered Government PR 


IPR WEEK-END CONFERENCE 


activity’ says Deedes 
PUBLICITY GLARE ‘LEADS TO RETICENCE’ 


There were two compelling reasons for the Government to 
take public relations seriously: first was the tremendous 
growth of democracy, and second the immense growth of state 
participation in the everyday affairs of the people, said F. W. 
Deedes, Parliamentary Under-Secretary of State for the Home 


Office, at the seventh annual 


Vital part in 
maintaining 


confidence 


Miss Pat Hornsby - Smith, 
Parliamentary Secretary to the 
Ministry of Health, who spent the 
whole weekend at the conference, 
was given a big welcome when 
she spoke on “Good health and 
public relations.” 

She gave many examples of the 
PR work of the Ministry of 
Health and said that PR played a 
vital part in maintaining the con- 
fidence of the public in the 
Ministry. The methods employed 
came under three main headings: 
public information, campaigns 
and publicity, and general advice 
on health measures. 

The resources for paid-for 
publicity were limited and 
appeared small in comparison 
with the vast sums spent by com- 
mercial firms. More was spent 
on advertising one detergent, for 
example, than was spent on the 
entire health campaign. 

Even so, these campaigns, 
properly planned and applied, 
and integrated with other forms 
of PR activities, could and did 
produce satisfactory results. 

In the field of health there was 
tremendous scope for good public 
relations, by appreciating with 
sympathy and understanding the 
public’s doubts and anxieties ; by 
responding intelligibly and 
courteously to their inquiries ; 
and by providing full information. 

“Good public relations and 
publicity can secure understand- 
ing and support for essential 
health measures, and active co- 
operation from the _ individual 
citizen in their execution. Public 
relations must reflect the genuine 
and competent services, not white- 
wash the inefficient ones.” 


Civie reception 

Members of the Institute were 
to have entertained the Mayor of 
Margate, Alderman C. S. F. Witts, 
and the Mayoress, to luncheon 
on Saturday but he was unable 
to be present as he was ill. His 
place was taken by the deputy 
Mayor, Cr. J. G. Read, who also 
presided at a civic reception at 
the Winter Gardens in the even- 
ing. 


conference of the Institute of 
Public Relations. 


Delegates to the conference, 
which was held at the Grand 
Hotel, Cliftonville, Margate, last 
week-end, were welcomed at a 
dinner on Friday evening by 
Alan Campbell-Johnson, _ presi- 
dent-elect. 

Mr. Deedes, who was speaking 
on “Government and _ Public 
Relations” at the first session on 
Saturday morning, said that there 
were few aspects of life in which 
the Government did not “assist 
or interfere—according to how 
you feel about it.” 

The Government was on two 
planes—party and Whitehall. 
The party could mix publicity, 
policy and propaganda freely. 
Whitehall, however, had to be 
more discriminating. “Where 
does information end and propa- 
ganda begin?” he asked. 

While there were reasons for 
the Government taking part in 
public relations, there were 
dangers. 


Speaking is F. W. Deedes. Maurice 
J. Buckmaster, president of the 
Institute, is seated behind him. 


Referring to the press Mr. 
Deedes said that relations 
between Governments and news- 
papers should not be_ good. 
There was then a great safe- 
guard against Governments 
“taking liberties.” 

When the Government and the 
press were in the same camp 
freedom was imperilled. 

In the greater glare of publicity 
to-day, through the newspapers, 
radio, television, etc., the smallest 
error or indiscretion was much 
magnified. This led to a certain 
reticence on the part of many 
politicians and officials, and mass- 
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Delegates at one of the IPR conference business sessions. 


produced publicity consequently 
tended to have less to publicise. 

With a much wider public, less 
well informed, it was becoming 
increasingly difficult to make 
them understand many things, 
especially subjects like the econo- 
mic situation, he added. 


British Council 
‘considering PR’ 


The work and aims of the 
British Council were outlined by 
Sir Paul Sinker, director-general 
of the Council, when he addressed 
the Institute at the second session 
on Saturday on “Some Aspects of 
British Public Relations Over- 
seas.” 

Sir Paul explained how the 

Council helped foreign visitors. 
He said that many people had the 
idea that Council was mainly 
interested in propagating the 
arts, but only a smal! percentage 
of the Council’s total budget of 
£34 million was spent on _ this 
aspect of its work. A lot of 
practical help was given. 
_ “We have not succeeded in get- 
ting across to the British public 
exactly what the Council does, 
and we are now considering the 
whole question of public relations 
in this country,” he said. 


Delegates ride 
‘hobby horses’ 


The “Hobby Horse” session, 
which was the last item on the 
conference agenda, once again 
provided an opportunity for 
members and guests of the Insti- 
tute to speak for three minutes 
on any subject they liked. 

Topics raised ranged from 
“Where can we find the experts 
who will help train the entrants 
for the IPR examinations?” by 
Arthur Cain to “How the Poujade 
movement may affect the develop- 
ment of public relations in 
France.” by Claude Chapeau 
from Orleans. 

The conference was finally 
brought to a close by Maurice J. 
Buckmaster, president of Insti- 
tute, who commented on the good 
fortune of the Institute in having 
had four excellent speakers. He 
also paid tribute to the work that 
had been done by Allan Ash 
bourne, Vera Thorne, Mervyn 
Thomas and others, in helping to 
make the conference a success. 

A vote of thanks to the Insti- 
tute on behalf of the foreign 
visitors to the conference was 
expressed by Etienne Bloch, of 
Paris. 


LTE PRO reports direct to chairman 


“There is no time in its history 
when London Transport has not 
had a very lively appreciation 
of the importance of public rela- 
tions,” said Sir John Elliot, 
chairman of the London Trans- 
port Executive. His subject was 
“Why should we mind what the 
public think.” 

He said the very nature of its 
business, which was to sell a ser- 
vice by millions of small transac- 
tions every day, made goodwill 
and mutual understanding even 
more important to a passenger 
transport undertaking than to 
most kinds of commerce. 

In London Transport they drew 
the conclusion that while pub- 
licity or advertising had its own 
methods and techniques, it was 
in practice unwise to dissociate 
the control of publicity from the 


broad control of public relations. 

If there was one error which 
some people had made in their 
handling of public relations 
officers it was that they used them 
to speak as though they were the 
management, instead of its 
mouthpiece. That was unfair to 
the PRO and damaging to the 
concern. 

It had been his experience, said 
Sir John, that as long as an 
organisation did not try to mis- 
lead the newspapers about its 
policy or facts, the press would 
be helpful. 

“Hiding behind PROs is as 
stupid as it is evil. It is for this 
reason the chief PRO of London 
Transport reports directly to me 
as chairman. Only two other 
officers do this—the secretary and 
the director of research.” 
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TAM contract 
is concluded 


The formal contract agreement 
embodying the recently an- 
nounced arrangements for an 
industry television audience 
measurement service based on 
the use of meters has now been 
concluded between Television 
Audience Measurement Ltd., the 
programme contractors — ABC 
TV, A-R, and ATV—the Institute 
of Practitioners in Advertising 
and the Incorporated Society of 
British Advertisers. 

This contract, which is for a 
15-month period, is believed to be 
the largest yet to have been 
signed in the market research 
field in the United Kingdom. 


“TV spots sell’ say 
Black and Decker 


A testimonial to the effect on 
sales of TV advertising is given 
by Black & Decker in Its current 
Dealer Digest. The company, 
whose television commercials are 
prepared by Colman, Prentis & 
Varley, says: “Our TV adver- 
tising is a success. It has certainly 
been responsible for a big in- 
crease in the sales of utility tools 
in the London area.” 

The results of TV spots for one 
tool had not only been “satisfac- 
tory—they had been alarming.” 
The demand for this particular 
tool had begun to outstrip pro- 
duction at the factory. 

“In the first months of com- 
mercial TV in the London area,” 
states the Digest, “we did not 
know whether our advertising 
spots were doing any good. But 
now enough time has passed for 
a much more definite opinion to 
be reached.” 


92,500 TV sets 


a month 


“The London-Midlands | tele- 
vision market is now growing 
faster than it has ever done before 

despite the hire-purchase re- 
strictions announced by __ the 
Chancellor as part of the ‘credit 
squeeze," say Associated Tele- 
Vision Ltd. Latest figures show 
that every month, over 92,500 
new ITV homes are being added 
to the total of 1,080,000 already 
reached. 

The figures are the resulfs of 
field research by _ Television 
Audience Measurement Ltd. 


‘Southport Visiter’ 
series’ sale 

Owing to a block-making error 
in an advertisement which 
appeared in last week’s ADVER- 
TISER'’S WEEKLY the certified net 
sale of the Southport Visiter series 
of newspapers was given as 
36,500. This should have read 
86,500. 


Several of these new Denison display 
units for lace furnishings are now 
on tour throughout the country. 
They are over four feet high and 
five feet wide when extended. When 
opened up, one side is an enlarge- 
ment of a Denison showcard which 
shows how the lace actually looks 
when draped at a window. The 
other side contains four panels of 
popular patterns displayed against a 
Dayglo backgrouhd. The units were 
designed for the Clyde Manufac- 
turing Co., makers of Denison lace, 
by Sales Consultants Ltd., Leicester 
and produced by Wills and Co. 
(Display) Lid. 


BDMAA entries 


Last day of entry for the 
British Direct Mail Advertising 
Association Cup Contests is 
May 31. 


INDUSTRY 
IS STILL 


UNCONVINCED 


—IAMA president 


Organised advertising has not 
yet proved to industry what ad- 
vertising can do, Clive Barwell 
(Mullard Ltd.), president of the 
Incorporated Advertising Mana- 
gers’ Association, told last Thurs- 
day’s [AMA annual dinner. 

It was for this reason—and not 
necessarily because of industrial- 
ists’ conservatism—that many 
sections of British industry were 
still not using advertising suffi- 
ciently or effectively. 

Mr. Barwell said that, although 
the significance of advertising 
management had received wider 
recognition since the war, adver- 
tising was still far from being a 
truly integrated function of 
industry. 

He hoped that one outcome of 
the forthcoming Advertising As- 
sociation Conference would be 
that many more industrial or- 
ganisations would appoint quali- 
fied advertising managers. 

Guests of honour at the dinner 
included Sir Robert Fraser and 
Bernard Braden. 


(See Mainly Personal, page 64) 


Some of the notabilities at the annual dinner-dance of the Incorporated 


Advertising Managers’ Association at the Park Lane Hotel. 


Top left: 


Bernard Braden and Barbara Kelly are welcomed by Clive Barwell 
(president) and Mrs. Barwell. Top right: Gordon Hargraves (vice-president), 
Mrs. Hargraves, E. S§. H. Janes (vice-chairman), Mrs. Janes, Mrs. Fielding, 


E. G. Fielding (chairman). 


Bottom left: Frank Edwards (hon. secretary), 


H. W. Craddock (vice-president), Mrs. Craddock, C. J. Rose (founder 


president), Mrs. Edwards, W. A. 


Slow. 


Bottom right: Sir Robert Fraser 


(director-general, Independent Television Authority) with Mr. Barwell. 


ADVERTISER'S WEEKLY 


Toy Fair going 
back to Brighton 


The British Toy Fair, held 
in London this year in con- 
junction with the British In- 
dustries Fair, will return in 
1957 to Brighton. This de- 
cision was made by the 
organisers of the Fair, the 
British Toy Manufacturers’ 
Association, following the 
recent announcement that the 
London BIF would no longer 


be held. 

The Fair will be held from 
February 25 to March 1, 1957, 
and will be housed chiefly in 
the major hotels. 


ITA meet fourth 
applicant for 
contract 


Discussions between the latest 
contender for the Scottish com- 
mercial television contract—the 
Regent Film Corporation, of 
London—and the Independent 
Television Authority, were held 
on Tuesday. 

Regent Films, one of whose 
directors is the Marquess of 
Donegal, unsuccessfully applied 
last year for a Midlands TV 
contract. 

Jack Rayfield, manager of the 
firm, said this week that, if 
successful, they would set up a 
new company for Scotland. A 
number of prominent Scots had 
expressed their willingness to join 
the board of such a company. 
The establishment of offices and 
studios in Scotland would mean 
the employment of Scottish staff. 

Regent are the fourth applicants 
for the Scottish contract. The 
others are: Roy Thomson, pro- 
prietor of The Scotsman Publica- 
tions; Mavis Films Ltd., Glasgow; 
and Templar Films Production, 
Glasgow. 

An ITA spokesman declined to 
comment on an estimate that in 
addition to the contract fee, the 
contractor’s financial commit- 
ments may include a down pay- 
ment of about £30,000, plus £100 
a day for a news service originat- 
ing from London, and an annual 
payment to the GPO of £500 per 
mile of television cable from the 
Glasgow telephone exchange to 
the studio site. 

It is understood that the Scot- 
tish service is likely to come into 
operation next spring, but it may 
be delayed until the autumn. 


Murraymints top 


to TV Research 
(Gallup Poll) Ltd. the top 10 


According 


commercials, for both London 
and Midlands, during March 
were, in the following order: 
Murraymints, Mackesons, Guin- 
ness, Shell, Freeman, Hardy & 
Willis, Sunfresh, Oxo, Chico, 
Britvic, and Omo. This monthly 
contest is nsored by the 
News Chronicle. 
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D. C. Ward eeasinl 


for Newspaper 
Society office 


The Newspaper Society has an- 
nounced that D. C. Ward, chairman 
and managing director of Birming- 
ham News and Printing Co., Ltd., 
and of Oldbury Newspapers Ltd., 
will be nominated for election as 
junior vice-president of the Society 
at the annual meeting on May 16. 
Mr. Ward, who heads the family 
business publishing the Birmingham 
News Series which his father 
acquired from the late George Cad- 
bury, has been a member of the 
Newspaper Society council since 
1946. He has a close family con- 
nection with the West Midlands 
Newspaper Society. His father, the 
late C. E. Ward, was a founder 
member, was twice president, and 
was honorary secretary until 1945. 
Mr. Ward himself succeeded him 
then as honorary secretary and was 
himself elected president for 1954-55. 
He has recently handed over the 
secretaryship to his son, B. C. Ward. 

* * * 

Ron Ford, a Derby Evening 
Telegraph reporter, has left to be- 
come a public relations officer with 
Butlin’s Ltd., at Clacton-on-Sea. 

* * * 

G. Clement Cave, general man- 
ager of Radio Luxembourg (Lon- 
don) Ltd., has left for New York 
for three weeks, to review the radio 
and television situation, arrange 
programme tic-ups with certain 
major radio networks, and transact 
negotiations for “Jamboree,” the 
new non-stop programme which will 
begin on Saturday, May 26. 


Leather PRO 


Robert Donaldson White has 
joined the Leather Institute as its 
first public relations officer. 

* * * 

The Fatstock Marketing Corpora- 
tion has appointed Ray Robarts as 
press and public relations officer. 
For the last seven years he was on 
the staff of the Royal Agricultural 
Society of England, and was respon- 
sible for the press and publicity 
arrangements for the Royal Show. 
G. D. Phillips has been appointed 
advertising and shows manager for 
the Corporation. Mr. Phillips 
joined the Corporation from the 
Milk Marketing Board early in 1955 
as shows and exhibitions manager. 

* * 

R. K. Gerrie, assistant general 
manager, Newcastle Chronicle & 
Journal Ltd., has been appointed 
chairman of the Royal Show Local 
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Publicity Committee at Newcastle- 
upon-Tyne, where this year’s Royal 
Show is to be held from July 3 to 6 
G. House, of Doig Advertising Ltd.. 
Newcastle, who are acting as local 
press relations advisers to the Royal 
Show, is acting as honorary secre- 
tary of the committee. 
* * ” 

Simon Anholt, who joined F. C. 
Pritchard, Wood & Partners Lid., 
as a research executive in July, 1954, 
has been appointed manager of the 
department. He has taken the place 
of John Lambert, who joined the 
firm as research manager in 1950, 
and is now taking up a_post in 
industry. Before joining PWP Mr. 
Anholt was with Research Services 
as a junior executive. 

*x * 

Full-time working directors of 
Sidney Barton Ltd. are Frank 
O’Shanohun (deputy managing 
director), C. A. Macartney, H. G. 
Trigg, D. D. Grant and A. J. 
Kimber. Outside directors are 
Admiral Sir Charles Daniel, John 
Howard, MP, Sir George Turner 
and Williams Wells, MP. Mike 
Williams-Thompson is managing 
director, and is also acting as chair- 
man. 


New president 


J. Stuart Barr (Hindustan Times) 
is the new president of London 
Association of British Empire News- 
papers Overseas. F. Levens (Joshua 
B. Powers Ltd.) is the new vice- 
president. Other appointments made 
at the annual meeting were H. A. 
MacKenzie (hon. treasurer); H. W. 
Andreae, D. Smyth, H. H. Bennett, 
R. Race and J. Cowley (standing 
committee); A. P. Moreland, L. 
Phipps (hon. secretaries). 

* * * 

Bart Collins, editor of the Indus- 
trial magazine Mass Production, 
gave a talk entitled “The Credit 
Squeeze on the Shop Floor” on 
Tuesday, at 6.15 p.m., on the BBC 
Home Service. 

* * *x 

Frank Carr, sales manager of 
Dunlop’s accessories’ division, has 
been elected president of the Asso- 
ciation of Manufacturers and Dis- 
tributors of Garage Equipment in 
succession to L. R, Hewitt of 
Ingersoll-Rand. 


ADVERTISEMENT 


BLOCKS 
All advertisement blocks 
used prior to January 1, 
1955, will be destroyed 
unless notice to the con- 
trary is received before 
May 31. 


Mrs. I. M. Goulding 


Willings welcome 
space buyer 
A small party took place at Will- 
ing’s Press SerVice Ltd. recently to 
welcome Mrs. Irene M. Goulding as 
the agency’s new space buyer. Mrs. 
Gouding took up her new appoint- 
ment officially on Tuesday. She 
was previously with Arks Publicity 
itd. She has also been on the 
editorial staffs of Kemsley News- 
papers Ltd., The Observer and the 
Daily Mirror. 
7 * *x 


Miss Audrey Mary Biddle, a direc- 
tor of her father’s advertising 
agency, Biddle Bros. (Advertising) 
Ltd., Birmingham, has _ married 
Albert John Barnes. Mr. Barnes is 
with British Railways headquarters’ 
staff. 

* * * 

A. J. Bume has joined Aero 
Research Ltd. as technical writer. 
He was previously on the staff of 
the BBC, and was for several years 
assistant editor of The Industrial 
Chemist. 

* * . 

Peter Earl has left Export Pack- 
ing Service Ltd. to join the Marley 
Tile Group at Sevenoaks as adver- 
lising and publicity manager. 


Hutchings leaving 


Charles Lee Hutchings has 
resigned from the board of Erwin 
Wasey & Co., Ltd., to return to 
America. He joined the company in 
1953, and founded and organised 
Erwin Wasey’s television depart- 
ment. K. K. Rick is now manager 
of Erwin Wasey’s television depart- 
ment. V. K. Watson remains the 
director in charge of TV media 
planning. 

oe * * 

Brian Cassell, account executive 
with D. H. Brocklesby Ltd., has 
been elected to the executive com- 
mittee of the new Middle Class 
Alliance, under the chairmanship of 
Henry A. Price, MP for Lewisham. 

* * * 


The third annual general meeting 
of the Advertising Club, Calcutta, 
was held at the new premises of the 
Club in Park Street. §S. Viswana- 
than was elected president, Samar C. 
Dutt and V. S. Thirumalai joint 
secretaries, and T. N. A, Raman 
treasurer. Elected to the executive 
committee were Subrata Banerjee, 
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C. L. Hutchings 


Chidananda Das Gupta, 
Ghosal, J. C. Gupta, C. H. 
house and D. N. Varma. 


Subhas 
G. Moor- 


* * * 

The AEI Lamp & Lighting Co. has 
announced the appointment of the 
first two of the six managers who 
will be in charge of lamp and light- 
ing sales regions in the British Isles. 
They are E. J. Melville (Southern 
region), who joined the BTH Com- 
pany in 1930 and was appointed 
sales manager of the southern area 
in 1947, and J. M. Anderson (Scot- 
land and Northern Ireland region). 


Title change 


The tithe of William Simpson, 
chief press and information officer 
with British European Airways, has 
been changed to chief public rela- 
tions officer. Day-to-day news will 
be handled by Norman Ryder, who 
has been appointed chief press 
officer. 


* * 
rnest Pearl, chairman of the 
Pearl & Dean group of companies, 
is now in the USA on a month's 
visit to study television and screen 
advertising techniques and to meet 
large advertisers for whom he makes 
films in this country. He is visiting 
New York and Chicago and plans 

to spend a week in Canada. 

* * *x 

Norman H. Collings, publicity 
manager of Midland Silicones Ltd. 
since 1952, has been appointed pub- 
licity controller of Albright & 
Wilson Ltd. and Midland Silicones 
Ltd. He will be responsible for the 
co-ordination of the publicity pro- 
gramme of the two companies. 

* * * 

A. North, at present West Riding 
representative of The People, will 
be northern circulation manager in 
Manchester in succession to R. E. 
Walsh, who is retiring. He takes up 
his appointment on June 

* * * 

Alan E. Elliott has been appointed 
advertisement manager to Charles 
Buchan’s Publications Ltd. Mr. 
Elliott was until recently sporting 
neve to Kemsley News- 
papers Ltd. 

*x * * 

Bedford Attwood, governing 
director of Attwood Statistics Ltd. 
and Television Audience Measure- 
ment Ltd., has left for New York 
to discuss TAM methods and tech- 
niques with organisations in the 
market research and television fields. 
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ippership or Readership ? 


Not for EVERYBODY’s the casual flip-flip of photo 
and caption. EVERYBODY'S is a magazine for readers. 
EVERYBODY'S is read at home, at leisure, regularly. 


EVERYBODY'S is an armchair weekly. Its readers have time to 


take in your sales message. And what a difference this 
‘deep reading’ makes to repeat sales! If you want For a readership that reads— 


your ads to be read, put EVERYBopy’s on the schedule. EVERYBODY ’S the armchair weekly 


A, W. Burnett, Advertisement Director EVERYBODY'S PUBLICATIONS LTD 114 FLEET ST LONDON £.6.4 FLEET STREET 7521 
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Club in ‘healthy state’: Financial 
and membership progress made 


“The secretary’s and treasurer’s reports and the president’s remarks 
have indicated that we are handing over the club in a reasonably healthy 
state,” Dudley Turner, retiring chairman of the Regent Advertising 
Club, told the club’s annual general meeting before the election of 


new officers. 


Mr. Turner said that membership 
had not quite reached the target he 
had set last year. He thanked the 
committee who had been “admir- 
able” and mentioned the first-class 
jobs which had been done by 


Club News 


Charles Hayward, Alan Betts, Ted 
Passaway and the NABS Steward, 
“a lady whom we knew until about 
a week ago as Miss Avril Bird and 
who is now Mrs. Anthony Fuhr- 
mann,” he said. 

The retiring president, L. W 
Needham, said that the club nad 
two problems—finance and member- 
ship. Progress with both had been 
made. A sum of £750 had been 
raised, and for this Mr. Needham 
thanked all those who had helped. 
Membership had gone ahead and 
was in a “very good state.”’ The 
Regent Club. he thought, was the 
only advertising club with its own 
premises, and members should make 
it their business to meet there. 

Officers elected were: president, 
Gordon Boggon; vice-presidents, 
Leslie W. Needham, Dudley T. 
Turner; chairman, W. Guy Barney ; 
vice-chairman, C. Mark Floyd; 
honorary secretary, Kenneth Leake ; 
honorary treasurer, William E. 
Akam; committee, Miss M. Duff, 
Miss E. Everest, W. E. Brum, 
P. M, Gant, N. Gomm, A. Mitchell, 
H. Saward, F. J. Trash, S. Wilkes, 
L. Walters Page. 

The following cups were awarded 
at the meeting: Pemberton Cup and 
award of five guineas, W. E. Akam; 
Higham Cup and award of five 
guineas, H. S. Baker; Saward Cup, 
D. W. Saunders; Hal Saward 
Membership award of five guineas, 
W. E. Brum; Dudley Turner Golf 


New president of tie Regent Adver- 

tising Club, Gordon Boggon (stand- 

ing), speaks at ~ annual meeting. 
Seated is L. W. Needham. 


Trophy and Dennis Mayes Challenge 
Cup, F. J. Trash; and the Haddon 
Cup, Rodney Harris. 

When the club’s public speaking 
group held its annual dinner last 
week, members were given the 
opportunity to speak, 

The retiring chairman and instruc- 
tor of the group, Hal Saward, told 
the group that it was not their 
policy to have a guest speaker at the 
function as the evening was designed 
to give members a chance to speak 
under real conditions and not 
imaginary ones, as they did during 
practice sessions. 

Public speaking, he said, was a 
great help in advertising and busi- 
ness. It was surprising how many 
directors of firms could not spea 
in public, or when they did, they 
“fluffed it.” 

The toasts were proposed by 
Moira Duff, Pamela Geary, Leslie 
Walters-Page, Tessa Pomphrett, 
Rodney Harris, Leslie Smith and 
Truda Page. The Hal Saward Cup, 
for the member of the group who 
had made the most progress in the 
current season, was awarded in her 
absence to Mrs. Maisie Marks. 


Oxford 


Membership 
record 


At the annual general meeting of 
the Advertising Club of Oxford it 
was announced by the chairman, 
K. L. Stephenson, that the member- 
ship of the club had increased by 
19 during the year. The total mem- 
bership of the club was now 156— 
which was a record. 

Much progress had been made 
during the year but the attendance 
at meetings in relation to the size 
of the membership was disappoint- 
ing. The chairman expressed sur- 
prise at the inability of many 
members to take advantage of all 
that the club offered to them. 

Treasurer W. A. Snelgrove re 
ported a balance in hand of ove: 
£45, an increase of £40 over last 
year, and J. W. Scammell, conveno: 
of the public speaking section, re- 
ported on the success of the section 
which had attracted 29 members. 

Officers elected were: president. 
H. Clarke-Scholes; chairman, K. L. 
Stephenson; secretary, R. O. John- 
son; treasurer, W. A. Snellgrove; 
representative on Advertising Asso- 
ciation, E. A. Lever. The committee 
were re-elected “en bloc” with one 
exception. All the vice-presidents 
were re-elected. 


Newcastle club chairman T. C, Hall (centre) and show secretary A. Hobson 
(left) look over new publicity brochures with R. K. Gerrie, assistant general 
manager, Newcastle Chronicle and Journal Ltd., who is chairman of Royal 


Show (Newcastle) publicity committee. 


(“Newcastle Evening Chronicle’ 


photograph.) 


Glasgow 
Syndicate work on 
study course 


An intensive study course was 
run by the evening section of the 
Publicity Club of Glasgow, in the 
Christian Institute Rooms, Bothwell 
Street, Glasgow, last Friday and 
Saturday. 

The course was made up of 
short lectures on the = specialist 
branches of advertising work and 
briefing for and preparation of a 
complete advertising campaign. 

Students were formed into syn- 
dicates, each of which represented 
the several departments of an adver- 
lising agency. 

Instruction and comment on the 
completed campaigns was provided 
by a panel of executives of agencies 
and connected trades. 

Charge of the course including 
meals was £1 7s. 6d. 


New officers 


James T. Jack was elected presi- 
dent of the Publicity Club of Glas- 
gow at the annual general meeting. 
Other appointments were: vice- 
president, Cecil E. Keen; secretary, 
Duncan M. Wilkie; treasurer, 
Fredk. D. Greenhill; librarian, W. 
Ballantyne; committee, Sidney W. 
Nicoll, James C. S. Gibb, and John 
F. Clark 


East Anglia 


B. R. Wilson 
re-elected 


B. R. Wilson, managing director 
of the East Anglian Daily Times Co. 
Ltd., was re-elected president of the 
East Anglian Publicity Club at the 
annual general meeting. Other 
officers are: L. Beresford, chairman, 
A. Spence, vice-chairman, P. Kelly, 
treasurer, and C. Abon, secretary. 
L. Banks, E. Chamberlin, C. 
Hardie and Miss A. Laycock were 
elected to the general management 
committee. 


Nottingham 


£160,000 to stage 
Royal show 


First copies of publicity brochures 
for the Royal Agricultura! Show 
were produced at a Newcastle Pub- 
licity Club lunch at which the show 
secretary, Alec Hobson, was guest 
speaker. He told the club that an 
attendance of more than a quarter 
of a million people was expected at 
the show. 

This year the show was on one of 
the biggest sites ever. It covered 
over 168 acres, there would be more 
than 600 stands, and it would cost 
£160,000 to stage. 


Ad Man’s 
Di 


Monday, May 7 

ADVERTISING AGENCY COMMERCIAL TV 
CIRCLE meeting. Guest speaker: 
Sir Robert Fraser. Café Royal 
Tuesday, May 8 

WOMEN'S ADVERTISING CLUB OF 
LONDON dinner. Trocadero. 7.30 p.m. 
BRITISH SALES PROMOTION ASSOCIA- 
TION meeting. G. P. Baldwin on 
“Putting the Spark into Sparking 
Plug Sales."’ 8 Hill Street, Berkeley 
Square, W.1 

BRADFORD PUBLICITY ASSOCIATION 
luncheon meeting. Barney Colehan 
on “Producing TV Programmes."’ 
Alexandra Hotel 12.45 p.m 
Wednesday, May 9% 

ADVERTISING ASSOCIATION CONFERENCE 
opens at Brighton 


PUBLICITY CLUB OF THE COTSWOLDS 
annual general meeting. 
INSTITUTE OF PUBLIC RELATIONS 


luncheon meeting Speaker: Vis- 
count Chandos, Criterion Res 
taurant 12.45 p.m 

Thursday, May 10 

SOUTHAMPTON PUBLICITY CLUB 
luncheon meeting. Donald Herbert 
om “Photography To-day.”’ Royal 
Pier Pavilion Restaurant. 12.45 p.m. 
PUBLICITY CLUB OF THE COTSWOLDS 
annual general meeting Fleece 
Gloucester. 

Friday, May 11 

PUBLICITY CLUB OF GLASGOW 
luncheon meeting. Speaker: D. S. 
Anderson Grosvenor 1 p.m 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

15, Rue Centrale, Lausanne. 
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May 4, 1956 


S IR ALAN P. HERBERT spent two years 
reading Law at Oxford and fifteen 
making it at Westminster—not to 
mention nine years in the Naval 
service earning two good conduct 
badges. Readers of his essays in 
humour know him affectionately as 
A.P.H.; theatre-goers have loved his 
libretti for comic operas and Cochran 
revues; inexpert pools punters are 
grateful for his published tips on 
permutations. Here he is in his river- 
side home at Hammersmith. j 
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“My Daily Mail’ sy si ALAN HERBERT 


“— FIND my Daily Mail a friendly fellow. Too 
many papers are all snap and snarl. ‘ Com- 
ment’ is about my favourite leading article, 
sound, independent sense, finely written. 


I like my old friends Illingworth and Lane- 
Norcott (though I do not see enough of Maurice): 
and Don Iddon, who paints with such gusto the 
best picture of the States. I even like Peter 
Quennell, though he never reviews my books. 


I like the Pools Department, though the type is 
not good for old eyes. I like Tanfield’s Diary 
and other odd corners. 


I like the look and feel of the paper. It does 
not shout at me with enormous headlines: it 
does not offend me with a hysterical make-up, 
and too many pointless pictures. In short, I am 
glad to throw the Daily Mail a friendly flower 
or two.” 
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‘Closed shop’ trade policy blamed for poor 
British products 


‘WE NEED FOREIGN COMPETITION HERE’ 
SAYS ISMA CONFERENCE SPEAKER 


Restrictions on the imports of foreign products into this 
country have a bad effect on British design, a speaker alleged 
at the 21st annual conference of the Incorporated Sales Man- 
agers’ Association at Harrogate last week-end. 


The speaker—G. H. M. Rosam, 
overseas manager of Ascot Water 
Heaters Ltd.—said that if we 
were to “open our market doors 
to the fresh winds of world stan- 
dards and competition,” the tonic 
effect on our own products in due 
time would be “enormous and 
lasting.” 

Describing as “better late than 
never” the reported proposal of 
the former organisers of the 
London section of the British 
Industries Fair to hold an inter- 
national exhibition instead, Mr. 
Rosam thought that the imme- 
diate result of such an exhibition 
might be quite depressing to our 
industries but would eventually 
be good for our souls. 

“The mediccrity of much of 
the stuff which has been displayed 
at the British Industries Fair over 
the last five or six years is the 
direct outcome of our ‘closed 
shop’ trade policy at home.” 

The advantages of concentra- 
tion on fewer brands to keep 
down prices was stressed by other 
speakers. 

R. S. Liddle (home sales man- 
ager, Ilford Ltd.) said: “Because 
a company has fewer lines to 
market, the advertising of these 
can be improved in one or two 
ways. 


Concentrate your money 


“The obvious one is to reduce 
expenditure in proportion to the 
reduction in the number of lines 
which have to be advertised—but 
this is not a course which I would 
personally recommend. 

“It is, I think, better to spend 
the same amount of money, con- 
centrating it in much greater force 
behind the fewer lines, and 
making a much greater impact on 
the market.” 

* J. D. Lake (general sales 
manager, James Pascall Ltd.) 
said that his company produced 
literally hundreds of lines before 
the war, and approximately a 
dozen lines were introduced each 
week. To-day they made about 20 
lines and the total tonnage was 
several times that of the 1939 


figure—and that in a market, 


| confectionery, where the public 


and the trade were constantly on 
the search for new lines, and 
tastes were constantly changing. 

George LaNiece (managing 
director, Dictaphone Telephones 
Ltd.) said that a solution for the 
firm which produced a variety of 
articles was to concentrate on the 
most profitable lines. 


George Dickson (Stuarts 
Advertising Agency Ltd.), a 
member of the Grand Council of 
the Federation of British Indus- 
tries, said that the falling value 
of the pound and rising costs and 
prices posed a dilemma calling for 
all our resources of manpower, 
skill, good will, _ and intelligence. 


Some of the judges in the National 
Lamtex Shop Assistants Competi- 
tion. They are (. to r.) George 
Cooper (advertisement controller, 
ABC Television Ltd.), David Davies 


(advertisement manager, “Ideal 
Home” ), Edward McFadyen (editor, 
“Stores and Shops’) and W. A, 
Cathles (editor, ADVERTISER'S 
WEEKLY). The judging took place 
at the Savoy Hotel. Winner of the 
£50 first prize and the Lamtex 
Trophy was A. Bingham, of the 
Coalville & District Co-operative 
Society. 


263,000 at ‘Citizen’s’ hend exhibition 


During its 11 days, attendance 
at Scotland’s Food Exhibition, at 
Kelvin Hall, Glasgow, totalled 
over 263,000, compared with an 
expected figure of approximately 
200,000. 

The exhibition was organised 
on behalf of the Scottish Federa- 
tion of Grocers and Provision 
Merchants Associations by Pro- 
vincial Exhibitions Ltd., and was 
sponsored and publicised by the 
Evening Citizen, Glasgow. It 
has been described as “probably 
the biggest promotion job we 
have ever handled” by that 
journal. 

On the opening day the 
Citizen issued a separate 10-page 
supplement heavily supported by 
food and associated advertising. 

The exhibition occupied the 
whole of the 44 acres of floor 
space and the stand holders in- 
cluded English and Scottish food 
manufacturers, wholesalers and 
retailers. Two Dominion and 
four foreign governments were 
represented — Australia, New 
Zealand, Holland, Denmark, 
Morocco and Spain, which was 
represented by the Spanish Olive 
Growers’ Institute. There were 
many visiting notabilities. 


The Evening Citizen was repre- 
sented by a stand which featured 
the Housewives’ Club, showed 
food films and handled sales; 
The Evening Citizen House- 
wives’ Club Garden Lounge; a 
60 ft. display area where prizes 
for the Evening Citizen show 
“Lucky Dip” were set out; and 
the Evening Citizen Theatre in 
which a complete programme was 
enjoyed by nearly 100,000 people. 

The BBC televised four shows 
from the Exhibition. 


Networking denial 

A report published by the Daily 
Express that Associated-Redif- 
fusion Ltd. had given formal 
notice to terminate its networking 
agreement with Associated Tele- 
Vision Ltd. has been denied by 
Brian Begg, chief press officer 
with A-R. 


PDA on the move 


Patrick Dolan and Associates 
Ltd., public relations organisa- 
tion, are temporarily housed at 
29, Whitehall, S.W.1, pending 
their move in about two months 
to new quarters at 10, Bruton 
Street, Mayfair. 


Poster awards 
for Guinness, 


Whitbread 


Judging in the National Out 
door Advertising Awards took 
place at the Wardolf Hotel, Lon- 
don, last week. More than 200 
entries in the various sections 
were judged by representatives of 
social and political organisations 
by arrangement with the British 
Poster Advertising Association, 
the London Poster Advertising 
Association, the Public Service 
Vehicles Advertising Committee, 
the Solus Outdoor Advertising 
Association and the Town and 
Country Planning Association. 

The award for the best and 
most attractive 16-sheet poster 
during 1955 was won by Whit 
bread & Co. Ltd. for their Spring 
poster. In the 48-sheet section, 
the first award went to Arthur 
Guinness & Co. Ltd. with their 
Airborne Toucan design. 

Runners-up _— were: 16-sheet 
section, Chappie Ltd. (Kit-I 
Kat), 2; The Times Publishing 
Co. Ltd., for their poster adver 
ining the paper’s sports coverage, 


In the 48-sheet section, second 
and third awards were won by 
Van den Berghs and Jergens Ltd 
(Stork Margarine) and Inde 
Coope & Allsopp Ltd. (Double 
Diamond). 

In Class B (public service 
vehicle advertising), the first 
award was won with a lower-rear 
bus poster advertising Michelin 
Supple Tyres. A side poster for 
Smarties won setond award for 
Rowntrees, while a roof panel 
poster (interior) gained third 
place for Hoover Ltd. 

In Section C (improvement of 
sites), first award was won by 
ye Allen & Sons Ltd. with « 

Yardley Ltd. designed dieplay. 
Borough Billposting won second 
award and Southampton Poster 
Service Ltd., in conjunction with 
Yardleys, gained third place. 

The awards were organised by 
World's Press News. The pre- 
sentations will be made at a 
lunch at the Wardolf Hotel on 
Monday, May 14. 


South Coast Group 


The South Coast Group's 
advertisement on page 69 of last 
week’s ADVERTISER’S WEEKLY 
carried the wrong telephone num- 
ber. This should have read 
TEMple Bar 6591, and not 
Temple Bar 6590. 


CENtral 4965/6/7 
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With the new series discount 


you can have a ‘spot’ on 


London weekday T.V. 


EVERY WEEK OF THE YEAR 
FOR LESS THAN £6,000 


9 
... and there’s senies BOOKING’ | Cosy 


a schedule I5.SECONDS | £5,694 


to suit every 30 SECONDS | £10,033 


60 SECONDS £16,393 


appropriation — re 


advertisers are receiving double the time booked 
until further notice. 
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London—Monday to Friday—Every Day a Shopping Day 


Associated-Rediffusion Ltd., Television House Kingsway WC2 H OLborn 7888 
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Changes in Leon 
Goodman’s sales 
organisation 


A complete reorganisation of 
the sales set-up at Leon Goodman 
Displays Ltd. has been announced 

-because “the sort of work we 
are doing now is so different from 
that of pre-war,” says Leon 
Goodman, 

“To-day we are no longer only 
concerned with the basic ingre- 
dients of display such as exhibi- 
tions. We are specialising in 
several aspects and this has made 
our former methods inapplicable 
in some ways. 

“The display field itself has 
undergone radical changes in the 
post-war years. More and more 
advertisers and their agents are 
accepting display for what it 
really is. a true form of adver- 
tising. 


New service 


As part of the company’s 
general development, a research 
and merchandising service has 
also been established. 

The new appointment of sales 
controller, who will co-ordinate 
sales, has gone to L. D. Avery, 
who has been sales manager with 
Platers & Stampers for the past 
eight years. E. Freeman-Keel. 
who has been sales manager at 
Leon Goodman Displays Ltd., 
will now be in charge of special 
developments, new products, new 
ideas and tie-ups as sales promo- 
tion manager. 

F. N. Anderson, a director. 
will be spending more time on the 
affairs of active clients and less 
on general sales. 


Archie Mclsaac, captain, in dark blazer, is seen with 


Street Column Club. 


The press v. advertising agents golfers, taken at Royal Mid-Surrey. 
team, is seen in the centre holding hat, and on his left is Les O’Farrell, the agents’ 
who gave the trophy, is last but one on the extreme left. 


D. H. Evans, the Oxford Street 
children’s clothes, last 


store which specialises in women's and 
week celebrated “Ten 


Years on the Tube” with 


an exhibition of the posters for which Colman, Prentis and Varley Ltd., 


have been responsible. 


At a cocktail party given on the Monday evening ™ 
to launch the exhibition, C. H. Bromhead, deputy chairman of 


Gems, 


talks to Isobel Babianska and her daughter Frene, before one of the poxters 
for which they modelled. 


FSCC spring meeting 


Despite the accident of two adver- 
tising golfing meetings on one day, 
there was a good attendance of more 
than 20 competitors at the spring 
meeting of the Fleet Street Column 
Club Golf Circle at the Royal 
Wimbledon on Thursday of last 
week. The prizes were given away 
by the captain, A. Mclsaac. 
Results : 

Arthur Dickens’ Trophy—H. H. I. 
Gibbons; runner-up, John. Butler. 
Best score handicaps 18-24, an event 
specially created by the captain who 
presented the prize—Harold Fish 
Foursomes—Donald Gooch and 
Harold Maughan; runners-up. Eric 
Sellar and John Sime. 

Prizes were presented by Andrew 
Milne, Dick Simmons, Jack War 
— and the Fleet Street Column 
Club. 


is Eric Sellar, vice-captain. 
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Press beal agents 


Thanks to George Jackson, there 
is a new golfing event which. judging 
by the success of the initial com- 
petition, seems certain to become an 
annual occasion. At Royal Mid- 
Surrey last week golfers representing 
advertising agents and the press 
competed for the George Jackson 
Trophy. 

The press won by four matches 
on this occasion, securing their lead 
in the foursomes in the morning. 
The afternoon singles finished all 
square. The trophy, to be held for 
one year, was presented to Tony 
Harris, captain of the press team. 
after a witty speech by the donor. 


Agencies represented included : 
Auld & Tilbury, Willings, JWT, 
F. J. Roe, Streets, LPE. NSW. 
Haddons, McCanns, CPV. KS 
Advtg., Foster Turner and RCN. 


some of the golfers at the spring meeting of the Fleet 
To the right of Mr. Mclsaac in the photograph are George Dunbar, a member of the 


committee, Ray Nash, hon. treasurer, and Don Gooch, hon., secretary. Smoking a cigarette behind Don Gooch 


Tony Harris, captain of the winning press 


captain, George Jackson, 
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New Liverpool 


office for 
David Allen 


To celebrate their move into a 
new north-western area office at 
51, Pembroke Place, Liverpool, 
poster contractors David Allen & 
Sons, Ltd.. held a luncheon and 
reception last week at their new 
premises. 

The luncheon was attended by 
London advertising agency direc- 
tors, agency outdoor advertising 
executives and inspectors. repre 
sentatives of clients and local 
agents, members of the David 
Allen London, local and area 
staffs, and Liverpool civic digni 
taries and businessmen. Sir 
Robert Boothby MP, a director 
of the firm, was also present 

In a short speech before lunch 
W. E. D. Allen, chairman, we! 
comed guests to the new office on 
behalf of the directors. He par 
ticularly thanked guests who had 
travelled from London, Manches 
ter and other parts of the counury 
to attend. 

Family link 

“The name of David Allen is 
primarily identified with Belfast. 
where my grandfather started in 
business 100 years ago next year,” 
he said. “But the association of 
the family with Liverpool goes 
back even further — since David 
Allen served his time as a 
printer's apprentice in Liverpoo! 
during the years 1846-8 His 
picture and a plaque in his 
memory stands on the stairs.” 

The new building. which is 
situated on a corner site, com- 
bines spacious, airy and light 
modern offices, with increased 
storage space, and all the up-to 
date technical requirements of a 
modern poster contractor. It has 
two floors and has taken just over 
a year to complete. The build 
ing has ample parking and garage 
facilities at the rear 

The previous David Allen 
office was situated at 19, Isling 
ton, Liverpool. 


Oughton on ISAS 


Festival panel 
Official invitations will 


be issued by International Screen 
Advertising Services for the third 


shortly 


International Advertising Film 
Festival, to be held at the Palais 
des Festivals, Cannes, from 
Saturday, September 15 to Wed- 
nesday, September 19. The com- 
position of the international jury 
is not yet complete, but Hubert A. 
Oughton (chairman and manag- 
ing director, W. S. Crawford Ltd.) 
has already accepted nomination 
as one of its two British members. 

Delegates from the 17 membe: 
countries will attend and a record 
entry of advertising films is 
assured. Producers and delegates 
planning to visit the Festival are 
advised to make their travel 
arrangements soon. The general 
secretary of ISAS is Peter Taylor. 
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® facts from a recent independent readership survey 
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in industry, commerce or finance. Nice proposi- 


Investors’ Chronicle are directors or executives 


tion for advertisers at £80 a page 


INVESTORS’ CHRONICLE 


The only financial weekly with an A.B.C. figure (July-Dec., 1955, 27,111). 
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COM IMENT 


£300 MILLION 
QUESTION 


It is estimated that the amount 
spent on advertising in Great 
Britain during 1956 will exceed 
£300 million. Although as a 
proportion of the national 
income this does not quite equal 
the pre-war figure, it is a 
formidable sum, 

The expenditure of these millions 
is largely in the hands of highly- 
skilled publicity technicians, 
and the advertiser generally 
gets value for money. 


But he is entitled to more than 
that. He should be assured of 
quality at all stages—in creative 
ideas, in advertisement presen- 
tation, and in reproduction in 
all media. 


Less to spend ? 


It would be unsafe to assume 
that the amount spent annually 
on advertising will continue to 
rise; indeed there are those in 
well - informed places who 
believe it will decline in 1957 
and 1958. 

If the national economy calls for 
any substantial retrenchment, 
advertising will have to answer 
the new challenge with 
ingenuity. It will mean achiev- 
ing the same results with 
reduced resources — making 
equal impact with smaller 
spaces. 

And that will be possible, for the 
reduced resources will be only 
cash and not the creative ability 
of the men who make the adver- 
tisements. 


The quality test 


The president of the Advertising 
Association has referred to 
artists and copywriters as “tech- 
nicians of taste.” But they must 
be more than that if they and 
their work are to play an effec- 
tive part as the market hardens. 


Quality always tells in the long 
run, but the quality of an adver- 
tisement does not end with the 
turn of phrase or the sweep of 
a brush. Selling ability is the 
final test. 

The advertiser gets real value for 
his money only when the 
advertising he pays for has the 
hallmark of quality—and shifts 
his goods from the shelves. 


TALKING POINTS 


It needs more than an 


the shop-assistant 


WE talk gaily about adver- 
tising and its power to 
sell and too often forget the 
important role of the retailer. 
Yet the fact remains that while 
an advertisement can get the 
customer into the shop the man 
at the point-of-sale often has 
the final say. 

Awareness of the power which 
rests in the hands of the shop 
salesman is growing in the furn- 
ishing trade—growing rapidly. 
For it is realised that there are 
many things other than advertis- 
ing to influence the assistant be- 
hind the counter. 

How much does the product 
cost in comparison with compet- 
ing lines and what commission 
shall I get? If I have not got it 
in stock, how long will the 
makers take to deliver it? Will 
the purchaser feel he has got 
value for money and come back 
to this store to make other pur- 
chases ? 

Those are just a few of the 
questions asked by the man in 
the shop to-day before he decides 
to stock a branded product in a 
competitive field. And manufac- 
turers are now setting out to win 
the confidence of the retailer. 


HE Lamtex Rugs people 
are tackling this problem 
with imagination and _ vigour 
through go-ahead agents Charles 
Wall and Partners, Ltd., of 
Bradford. They concluded last 
week what they believe was the 
first competition of its kind for 
shop assistants. 

Competitors «were asked to 
place a number of advertise- 
ments in order of merit, the 
winners being those whose selec- 
tion most closely resembled the 
order decided upon by a panel of 
experts. 

The experts were unable to 
agree precisely with any of the 
men on the spot, but the whole 
competition aroused a great deal 
of interest at the point-of-sale. 

A good example of a sound 
approach to the salesman. 


TURNED DOWN 


HEN film star Fess Parker 
visited Leeds recently in 
his tour publicising the Walt 
Disney film, he was intended, 


——— 2 


dressed, as usual, in his Davy 
Crockett outfit, to meet the city’s 
Lord Mayor, Sir James Croys- 
dale. 

But the Lord Mayor declined 
the invitation to meet him, 
although he came bearing a 
message from the Mayor of Los 
Angeles. 

At his annual luncheon to the 
press last week, the Lord Mayor 
explained the reason for his 
action. 

“Dressed as Davy Crockett,” 
he said, “he would have been 
advertising a film at one cinema 
in the city. Fess Parker in his 
ordinary clothes favourably im- 
pressed me. He was a delightful 
personality—but there remained 
the matter of principle.” 


COALS TO NEWCASTLE 


MONG the requests for a 

booklet of Chinese recipes, 
offered in a recent advertisement 
by Bakelite Ltd., was one from 
Hong Kong, reports Technical 
and General Advertising Service 
Ltd. 

The writer said: “Jt is rather 
odd but here in Hong Kong it is, 
so far as my husband and I have 
been able to discover, impossible 
to find a Chinese Chow to com- 
pare with that which we used to 
enjoy so much on the occasions 
when we visited the Hong Kong 
Restaurant in Shaftesbury 
Avenue! 

“I should be very grateful if 
you would send me your free 
booklet of recipes so that 1 may 
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ad to ‘sell’ 


show my amah just how we like 
our Chop Suey to be prepared.” 

The advertisement featured the 
use of Warerite plastics in the 
Hong Kong Restaurant. The 
recipes in the booklet were written 
by the restaurant proprietor. 


OW long does it 
agency 


take an 
to prepare a cam- 
paign? Scott Turner and Asso- 
ciates Ltd. say that within a 
week of the latest campaign being 
ordered by their clients, Sobell, 
advertisements were appearing in 
the papers. 

The campaign for their 21-inch 
TV set was a special one tying 
in with the telecast of this Satur- 
day’s Cup Final. It was ordered 
for the two cities most interested 
in the match Birmingham 
and Manchester—at 5 p.m. on 
Thursday, April 19. Plates were 
delivered to the papers concerned 
the following Tuesday morning. 
The ads appeared next day, and 
reprints were mailed to local 
stockists—all in six days. 


THEY SAID IT! 


UOTES from the IPR con- 
ference at the Grand Hotel, 
Margate: 

“Junior Ministers these days 
seem less important to the public 
than the reserve goal-keeper for a 
Third Division football club.”— 
F. W. Deedes. 

“Last week, we had the mental 
health, this week it’s public rela- 
tions, and next week it’s the 
spiritualists.”—Waitress. 

“Last time I was here—in 1940 

we tore up the skirting-boards 
for firewood.”—-PRO (ex-soldier). 


TO-MORROW'S TOPICS 


@ A fierce struggle for the biscuit 
market is expected in the near 
future as a result of self-service 
advances in point-of-sale tech- 
niques. 

® An increased use of television 
slides by property advertisers is 
anticipated by the programme 
contractors. 

@ Publicity for the 
industry will he one of the 
subjects discussed by a joint 
committee of the three farming 
organisations. 

® Latest town to consider the 
building of a large permanent 
centre for trade and public 
exhibitions is Brighton. 


farming 


TRAMS & BUSES ~- 


AIRPORTS ° 


TELEPHONE 


KIOSKS 


TRANSPORTATION ADVERTISING? 


PIERS * ROAD SITES - CITY GUIDES - TRAM & BUS TICKETS 
laste N 


* I 


®@ Increased activity in the cigar- 
ette filter-tip sphere will lead to 
claims for super-efficient filters 
being widely and _ heavily 
advertised. 


@ Entirely new methods in lip 

stick sampling are now being 
planned by a leading cosmetic 
manufacturer. They expect 
greatly increased sales as a 
result. 
Increased competition in the 
building trade press will be 
sparked off by the introduction 
of new—and in some cases 
specialised— journals. 
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ADVERTISING CASE HISTORY—88 


A major fashion campaign built round a new fabric 
made effective use of press and direct mail advertising 


May 4, 1956 


How £20,000 launched a new 
star in women’s coats 


NEW word has lately 

made an appearance in 

the world of women’s coats— 

Kashmoor. The brand, in fact, 

was launched on to the market 
with a £20,000 campaign. 


What does Kashmoor amount 
to? The makers in this cogntry, 
Louis Speelman & Co., Ltd., 
claim that it represents the 
biggest fashion story for years. 
Kashmoor is a new American 
fabric made of pure virgin wool 
loomed by John Crowther, a 
famous name in American fabric 
designing. 

While he was in the United 
States, Louis Speelman, realising 
the potentialities for the fabric 
in the British market, negotiated 
—and was granted a licence to 
manufacture it in this country. 


Counting the styles 


Many conferences were held to 
ascertain the number of styles in 
which the “casuals” (as_ the 
Kashmoor range are called) 
should be manufactured. When 
details had been settled, it was 
decided to appoint an advertising 
agent and Samson Clark & Co., 
Ltd., were called in. 


After a close study of the 
problems (and there are, 
according to Samson Clark, 
still many of them in_ the 
launching of a new range like 
Kashmoor) it was decided to 
launch the range with an 
initial “bang” and maintain 
the appeal throughout the 
months of the winter. 


The sum of £20,000 was 
eventually decided upon as the 
initial appropriation and £14,000 
of it was spent in the first fort- 
night of the campaign. 


Wide range appeal 


The media to be used were care- 
fully considered. It was thought 
that, at 12 guineas (the standard 
price of the coat in 14 different 
styles and 15 separate shades) 
it would appeal to women in 
most income brackets. 


Double page spreads were 
booked in journals like Harper's 
Bazaar, Vogue, She and Vanity 
Fair and another double-pager 
was booked in the Draper's 
Record for the necessary an- 
nouncement to the trade. Large 
spaces, sometimes half-pages and 


As a consequence of a powerful initial campaign 

—and keeping it up through the winter—the manu- 

facturers of a new type of coat fabric feel that it 
has now been well established. 


sometimes smaller spaces were 
booked in nationals like the 
Daily Express, Daily Mirror, 
Sunday Pictorial, Sunday Express, 
Sunday Times, Observer, and 
the Evening Standard. 


Maintaining the impact 
All sorts of other aids were 


decided upon to maintain the 
momentum of the initial impact: 
®@ Broadsheets for retailers 
@ Explanatory brochures for 
dispatch to those members 
of the public who see the 
advertisements and want 
further details 


@ Sales letters 


@ 200,000 _ ~—sretailers’ folders 
overprinted with the names 
and addresses of individual 
stockists. 


All these folders were printed 
in a distinctive combination of 
magenta and black with a similar 
coloured tab, in the shape of a 
painter’s pallette, for sewing into 
the actual coats. 


The appeal to the potential 
stockist was forthright—and if 


From the outset 
the novel _ typo- 
graphy and panel 
used for the word 
“Kashmoor’ was 
made prominent in 
all the advertise- 
ments. “Fashion 
plate’ type of 
photographs were 
used in an endea- 
vour to. establish 
these  medium- 
priced ladies’ coats 
as a high quality 
product although 
in the medium 
price range. 


there was no reply at the first 
mailing then another shot went 
out under the letterhead of Louis 
Speelman & Co., Ltd. Here is a 
sample letter: 

Dear Sirs, 

We wrote to you recently 
letting you know about Kash- 
moor exclusive fabric, Ameri- 
can styled, London tailored 
coats that are here to take 
Britain's women by storm. 


@ Continued on page 20 


A wealth of National Publicity will bring you 
immediate sates — be advised — stock k/lAMOOT 
—the imorease in your coat trade will be inevitable! 


This was one of the pieces of explanatory material sent out to possible 
retailers of the Kashmoor product to inform them of the weight of 
advertising that was going to be put into the launch. 


Current spring 
promotion 


HE KASHMOOR spring 
sales campaign is taking 
the same form as the one that 
launched the product. Once 
again large spaces—including 
half-pages in the “Daily Ex- 
press” and “Evening Stan- 
dard” have been booked as 
well as whole pages in the 
high class and big circulation 
women’s press (“Vogue,” 
“Vanity Fair,” 
& Beauty” and 
“Woman”). The announce- 
ment in “Vanity Fair” was 
arranged in four colours. 


Altogether the initial and 
forthcoming campaigns will 
have cost more than £40,000. 


Aids to trade 


: No expense has been spared 
either in the cost of point-of- 
sale promotion matter. A 
four-colour folder has been 
designed as a consumer aid to 
help the trade. These bro- 
chures (250,000 have been 
ordered) are being over- 
printed with the names of 
individual stockists. The cam- 
paign is certainly having a 
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NEW T.V. MAGAZINE RATES PLUS BONUS 


NEW RATES 


LONDON “FORTNIGHTLY FAIR”, alternate Sundays 
6.00 p.m. to 6.15 p.m. £250 for one minute and 

£200 for each additional minute. 
Inclusive of all normal production costs. 


BIRMINGHAM “IT’S A WOMAN’S WORLD”, every Thursday 
10.30 p.m. to 10.45 p.m. £150 for one minute and 
£100 for each additional minute. 


Inclusive of all normal production costs. 

PLUS THE BONUS ¥ 

50% in FREE time to each Advertiser taking two or more 

insertions to be transmitted from May 10th to September : 

16th inclusive. —— | 
The programmes are scripted as programmes and not SUMMER CONTINUITY 

merely as a series of live commercials. In this way we 

build audiences which view from week to week for what Ts HOW RATES EE Dee eee ae 


London and Birmingham Magazine pro- 


the program Vv how them. : ask 
Prog mes have to s em grammes can give you continuity throughout 


This means real continuity and CONTINUITY means the Summer for— 
DOMINANCE—DOMINANCE means IMPACT— £1,350 in London or £750 in Birmingham 
IMPACT means SALES. and both in “A” times with mass audiences. 


This 1 a great opportamta, Lob ws hear from you NOW at” 
T.V. ADVERTISING LTD. 54 Greek street, London, W.1. Gerrard 4226 


L. S. Hargreaves (Chairman). M. Danischewsky. R. W. Dickenson. RT. HON. LORD Foley. S. E. Linnit (alternate J. L. Dunfee). 
C. J. Maples F.c.a. Stanley J. Passmore. rT. HON. EARL OF WARWICK AND BROOKE. C. T. Kenworthy. 
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Twenty-four per cent 


#48 29 84et4e 


of all 


24a eenecte 


Sunday Newspaper 
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adult readers 


2a eenette 


within 10 miles 


£48 See 4¢- 


of the centre 


of BIRMINGHAM 


ah 284 444 


an 224 (44 


of the 


Encouraging 


May 4, 1956 


response to 


new coat campaign 


AN EXCLUSIVE FABKIC 


This was one of the advertisements used by the Louis Speelman 
organisation to introduce Kashmoor coats to the public of this 


country. 


We invited you to become the 
stockist in your town because, 
more than all the other fashion 
houses, we would like you to 
handle Kashmoor. 

We are disappointed not to 
have had a reply. We are 
enclosing another reproduction 
of a “Drapers’ Record” adver- 
tisement, also the two garment 
tickets which will hang from 
every Kashmoor coat. These 
tell you more about Kashmoor. 

We shall shortly be giving 
you more news about the exten- 
sive national advertising cam- 
paign to be launched in the 
autumn. 

In the meantime we advise 
you once again to take advan- 


The initial launch involved an expenditure of £20,000. 


tage of our invitation to 
become the Kashmoor stockist 
in your town or at least to 
investigate the matter by get 
ting in touch with us. Do 
please be good enough to reply 
to this letter on the enclosed 
pre-paid card. It will receive 
our immediate attention 


Effect of campaign 


The upshot of all this hard 
campaigning has been summed 
up for ADVERTISER'S WEEKLY 
by Louis Speelman: “The results 
of the campaign have been highly 
encouraging and have, | feel, 
already established the Kashmoor 
brand as the ‘Rolls Royce’ of 
medium-priced coats for ladies.” 


Road-up scene for water softener 


HIS “street up” scene highlights the trouble and expense caused 
by hard water to be avoided by installing Permutit water soften- 
ing equipment. In the centre feature are two mechanical picks 
excavating hard water scale from an enlarged section of pipe. An 
actual water softener is dressed up as a night watchman in his hut 
and actual road lamps and brazier are glowing realistically. The 


message is short and to the point. 


The display was designed and 


made by Leon Goodman Displays Ltd., in co-operation with 
A. Moore, Permutit’s domestic sales manager. 
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oT VT IMES —the ONLY paper giving ALL the I.T.V. 


programmes, in full and exclusive detail for 
seven days in advance. 


~ ever-increasing sale 
now tops 


750.000 


i» 


£300 per page— 
only 8/- per page per thousand copies 


es he new power in publicity =—— 


TV TIMES 


ADVERTISEMENT MANAGER TV TIMES TELEVISION HOUSE KINGSWAY WC2 HOLborn 7888 


Enquiries 
LESLIE A. MANDER 
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RETAIL MARKET SURVEY: ‘Advertiser’s Weekly’ Market 
Research Team investigate how the credii squeeze 

is affecting marketing and distribution and analyse 

the general economic situation as revealed by the 
Budget and recent official publications 


The Budget—the outlook 
for the retail trade 


itHE Chancellor's objectives 
in framing his Budget 
proposals were clear, namely 
to check inflation and also, by 
fiscal measures, to bring about 
equality between the demand 
for goods and their supply. 
Success in these directions 
would lead to the solution of 
other problems, of which the 
foremost is the correction of last 
year’s unfavourable balance of 
payments, more confidence in the 
stability of the currency, and a 
replenishment of the reserves. 
With such a purpose, the addi- 
tion of an extra twopence on a 
packet of cigarettes, the introduc- 
tion of duty on cider and so on 
are unlikely to have any major 


effect on consumption, so releas- 
ing additional resources for the 
manufacture of exports, or on 
the state of confidence in the 
pound sterling abroad. 

The important steps in restrict- 
ing demand have already been 
taken through the credit restric- 
tion policy — which shows no 
signs of being lifted this year— 
hire purchase restrictions and in- 
creased purchase tax. These 
measures have to some extent 
taken care of the surplus in 
demand from the private sector 
of the economy. 

In the public sector—the 
sphere which includes the de- 
mands of the national and local 
governments and the nationalised 
corporations—steps are being 


taken to lessen the requirements. 
In the past, the nationalised in- 
dustries, by virtue of money 
often ultimately created by the 
government through Treasury 
bills, have been able to exert a 
demand on resources completely 
unmatched by the forbearance of 
private consumers in _ their 
demands. 

The Budget proposals are 
aimed, first, at lessening the 
public sector demand and, 
secondly, at encouraging the 
forbearance of private indivi- 
duals by the stimulation of 
savings. If the two sides of 
the equation (public and 
private investment and savings) 
can be brought into balance, 
total resources should match 
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total requirements without re- 

course to large injections by 

way of excessive imports. 

High interest rates on savings 
and lotteries have attractions, but 
the crucial test is that savings 
should, over a period of time, 
retain their original buying 
power. It is, in some ways, a 
vicious circle, because if people 
save enough this buying power 
will remain constant—but savings 
will only be made permanently if 
there is confidence. Hence the 
emphasis on savings. 

As regards the wage-induced 
inflation and its corrective, higher 
prices, no fiscal measures can 
deal with this problem. Exhorta- 
tion has been tried: sometimes it 
has failed and sometimes suc- 
ceeded. It can only be hoped 
that realisation of the dangers of 
higher wages without increased 
production will occur before the 
country is priced out of the 
export markets so vital to our 
standard of living. 


Higher production essential 


It is indeed strange to find that 
among the proposais are the tax 
increases in both distributed and 
undistributed profits and it can 
only be concluded that in this 
sector the Chancellor was wear- 
ing the coat of the politician. 
Increased demands and a higher 
standard of living can only be 
met by a higher level of produc- 
tion and indeed an increase in the 
standard of living conditions of 


@ Continued on page 25 


Qfprrcdiing te 20tl- mark 


We just love beating the big drum to call attention 
to a good product—we have been doing it for years, 


very successfully, for many famous clients. 


Our big drum is at the point of sale. We make 
displays and eye-catching models, showeards and cut- 
outs, and there is a mark of quality about every piece 
we produce because we believe that good products 
need good presentation. 


TELEPHONE: TRA 4277-8. 


TELEPHONE: CEN 1941. 


ee RIESTLEYS of Gloucester 


22 BUCKINGHAM STREET, LONDON, W.C.2. 
VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. 
70 CAROLINE STREET, BIRMINGHAM 3. 


TELEPHONE: BLA 3851. 


AND AT CARDIFF. 
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> DISPLAY CONSTRUCTION 


4,000,000 cubic feet... 


of Factory space employed by us are busy producing all kinds of three-dimensional sales aids that have 
made C.D.O. quality and service renowned throughout this country to men engaged in the art of advertising. 
To say more would be to spoil it . . . but, seeing is believing, and that is why we would like you to tell us when 
you are able to come and see if what we are doing here may be of use to you in your own sales campaign. 
We make here shop-fronts, scale models, sets and scenery for commercial T.V., travelling exhibits, counter 
aids, window displays, animated * attention-catchers * and lots more—but you will also have a glimpse of 
our development work, which ensures that displays made by C.D.O. tomorrow will be way ahead of what 
is being used by your competitors. 


CITY DISPLAY ORGANISATION 


30 UXBRIDGE ROAD - LONDON, W.12 . *SHEPHERDS BUSH 1281 
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THE GREAT 
~ AUDIENCE MYSTERY! 


Are Londoners different from Midlanders—0t are they? 


Bs, Sa 
‘ 


> 


Television Audience Measurement Ltd. report that, forthe This is no great surprise to ATV themselves. They have 
week ended April 15, the average proportion of all ITV always maintained that it’s the programmes that count, not 
homes actually viewing in London and the Midlands the day. And ATV have now proved that first-class pro- 
during the evenings (7-10.30 p.m.) was as follows: grammes attract large audiences any day of the week. 


ogee he eee 


LONDON AREA 
WEEKEND TAM “TOP TEN” 
Bia VE RT CTH 54 5°. 
4 PROGRAMMES IN 
WEEKDAYS 
MIDLANDS 
Re TAM report that the most popular ITV or BBC 
Fa television shows in the Midlands for the week ended 
at April 15 were: 
MIDLANDS , 
Programme Rating Day Contractor|/ BBC 
WEEKEND i Dragnet 70% Friday ATV 
S Sa a aN 2 Colonel March 66% Wednesday ATV 
a WEEKDAYS 3 Theatre Royal 64% Friday ATV 
Li V --—___-—__4 4 3° " a 
‘ RS, RS EE 506° 4 Rotvin Hood 63% Tuesday ATV 
5 = Escapers’ Club : Friday ATV 
Hylton Half-Hour - 61% Friday ATV 
: ¢ Hit the Limit } Tuesday ATV 
‘Why do most Londoners watch at weekends—while Mid- : 
. 9 8 Cross Current 59% Tuesday ATV 
landers do exactly the opposite and watch more on weekdays: 9=Fancy Thet® Friday peas 
is i i n nden 
To many this is one of the great mysteries of I ea ent TV Playhouse 58% Wednesday ATV 
Television. Where is the common denominator? The : i 
: ‘ age My Friend Charies } Saturday BBC 
answer, of course, is this : the only feature which is common 
to Midlands weekdays and London weekends, and can * ATV's Friday night Advertising Magazine 
explain this surprising reversal, is. . . STOP PRESS: Week ending April 22—10 out of 11 to ATV again 


[PS THE PROGRAMMES THAT COUNT 


Associated TeleVision Ltd., Television House, Kingsway, London, W.C.2. (Chancery 4488) 
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Retail market buoyancy 


dependent upon output 


the whole population is a desir- 
able aim. 

Since the opening of the Budget 
of 1955, so much has been written 
and said about economic, mone- 
tary, and fiscal policy that it is 
difficult for government spokes- 
men to say anything more without 
repeating themselves. And while 
Ministers have, from time to time, 
uttered warnings regarding the 
seriousness of the country’s 
economic position, either in plain 
language, or by the use of meta- 
phors ranging from “waste lands” 
to “overloading the circuit,” they 
have equally been prone to take 
an optimistic view of future 
events. 

During the month of March, 
three White Papers appeared: 
The Economic Implications of 
Full Employment, The Economic 
Survey for 1956, and Preliminary 
Estimates of National Income 
and Expenditure 1950-1955, and 
in the two former publications 
reference is made to advances in 
the standard of living in the 
future. 


Presenting the problem 


In the first White Paper, which 
although it does not supply an 
answer to our present problems, 
the main aspects of the situation 
are presented—albeit often as 
truisms—it is stated that a rising 
productive capacity will provide 
the means for a further progres- 
sive improvement in our standard 
of living. In the Economic Sur- 
vey, provided “this programme of 
disinflation is . . . carried through 
with determination . . . we can 
look forward to a steady advance 
in the standard of living there- 
after.” 

One is strongly tempted to 
draw a comparison with the 
experience of the United States 
where, despite a minor recession 


in 1953-54, industrial output has 
continued to expand since the end 
of the war and, during these 


years, the country has been con- | 
into a | 


sistently talking _ itself 
depression which has not 
materialised. True, in 1945, the 
relative positions of the two coun- 
tries were dissimilar, but the 
moral would appear to be that 
less emphasis on higher standards 


next year or the next, and more | 
emphasis on guarding against a | 
fall in standards, produces better | 


results. 


Unbalanced demand 


The contribution of all three 
White Papers, and much of the 
information in the National 


Income and Expenditure White | 


Paper appears also in the Econo- 
mic Survey, is to show, factually, 
how far the demands from all 
quarters on the goods available in 
1955 were out of balance. The 
demands of the public as indivi- 


dual consumers, of the govern- | 


ment, for stock building and for 
capital investment, have imposed 
an excessive 
economy. 


Although consumers’ expendi- 
ture constitutes by far the largest 
part of total demand, the main 
expansionary 


the increase in fixed investment in 
industry which gathered speed in 
1955. Higher interest fates, the 
stringency of credit and the reduc- 


tion of programmes in the public | 
sector—the government demand | 


—should bring about a change in 
business expectations and a revi- 
sion of plans. But, the amount 
of work already put in hand is so 
large that the rate of expenditure 
on fixed investment is likely to be 


appreciably higher in 1956 as a | 


@ Continued on page 26 
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The “Oil Fuel In Industry” stand, taken by Shell-Mex and BP. Ltd. 
at the Factory Equipment Exhibition, held at Earls Court, represented 
the biggest exhibit staged by the company since the 1924 Empire 


Exhibition at Wembley. 


The stand cost £15,000 to build. 


strain on the | 


force in_ the | 
economy at the present time is | 


| 


Our clients include : 


HOOVER WASHING 
MACHINES) LTD. 


SHELL MEX & B.P. LTD. 


SHELL PETROLEUM 
co. LTD. 


ALEXANDER DUCKHAM & 
co., LTD. 


INTERNATIONAL 

R (GREAT 

BRITAIN) LTD. 

MASSEY -HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


PETROLEUM 

co., LTD. 

ROTARY HOES LTD. 
J. E. SHAY LTD. 


NATIONAL BENZOLE 
co., LTD. 


REGENT O1L CO., LTD. 


TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co., LTD. 


LYONS & CO., LTD. 
THE BRITISH LEGION 
PEPSI COLA LTD. 


HELENA RUBENSTEIN 
LTD. 


associated 


ADVERTISER'S WEEKLY 


more brilliant — 
longer lasting 


Our umique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 

HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 

include nameplates, operating 

instructions, diagrams, warn- 

ing notices, etc. 
BRILLIANT POINT-OF- 
SALE TRANSFERS 

are the most effective method 

of window advertising. 
DESIGNS 

Our process with the use of 

brilliant colours ensures per- 

fect reproduction of the most 
intricate designs. 
EASY TO USE 

No special skill is required for 

application. 

Solve your marketing and sales 
problems— 
Write or ring today: 


PVE J transfers Itd 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


TRADE MARKS * WINDOW PUBLICITY » PRODUCT LABELLING 
BULK CONTAINER MARKINGS * VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS - 

WIRING DIAGRAMS - WARNINGS - NOTICES, ETC. 
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EYE 


te Just write your name and 
address in the margin of this 
advertisement and post it 

to us. We will send you 

by return descriplive 
leaflets, samples and 


prices. 


provide 
permanent pulling 


PUBLICITY 


The “Perfect Poster Stamp’ ensures maximum pub- 
licity for your product at minimum cost. For a 
very small outlay you obtain 100% readership for 
your message from present and potential customers, 
thus giving you the best possible value for money. 


Please write for further details. 
* “PERFECT POSTER STAMPS ” are printed on 


BUTTERFLY BRAND NON-CURLING 
GUMMED PAPER.‘ 


23474240 POSTER STAMPS 


3a, HARRINGTON ROAD, LONDON S.W.7 
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HP buying restrictions 
hit household goods 


whole than in 1955, 


However, cuts in home invest- 
ment in industry and commerce 
can be at the best only an expe- 
dient and this is recognised in the 
survey in the words that “A high 
rate of productive investment 
remains an important national 
asset.” And so the “other 
demands on our resources must 
be restrained to make room for 
a higher rate of home investment 
and an improvement in the 
balance of payments.” In conse- 
quence, the growth in consumers’ 
expenditure must be checked and 
the aim of economic policy this 
coming year will be, by intensified 
restraints on hire purchase, by 
the reduction in food subsidies 
and by the higher rates of pur- 
chase tax, to carry out this pur- 
pose. 


Changes in income 


With consumers’ expenditure 
given a major role, it is basic to 
an understanding of the position 
to appreciate the changes in 
income which have made possible 
so large a growth in expenditure 
and consumption since 1945. In 
1955, at market prices, con- 
sumers’ expenditure totalled 
roughly £12,700 million as com- 
pared with £3,200 million by 
public authorities and about 
£3,100 million for fixed capital 
investment, including houses and 
increases in stocks and work in 
progress. 


There has been a_ great 
advance, in money terms and 
before taxation, in wages 
and salaries since 1938 and, 
to a lesser degree, in incomes 
from self-employment. Together 
these two sectors account for 70 
per cent of incomes. However, 
during the years 1938-55, prices 
were far from stationary and any 
assessment of the changes in the 
real value of wages and salaries 
must take into account the 
changes in the price level. 


Between 1938 and 1948 while 
wages and salaries and income 
from self-employment more 
than doubled, prices of con- 
sumers’ goods and_ services 
roughly doubled. Between 
1948 and 1955, consumer prices 
rose by nearly one-third, but 
wages and salaries rose by 
nearly two-thirds while income 
from self-employment rose by 
only one-third. Taking the 
period 1938-55 as a whole, 
the real value of wages and 
salaries have increased by 40 
per cent, a development which 
in turn has brought about a 
real increase in consumption. 
As regards expenditure by con- 

sumers the total rise in consump- 
tion between 1954 and 1955 
amounted to about £300 million 
—about £100 million less than 
the rise in the previous year. 


About one-quarter of the total 
real increase in consumption was 
in food, drink, and tobacco and 
more than one-quarter in private 
motoring and cycling—a spectacu- 
lar increase. 

On the other hand, the high 
rate of increase in expenditure on 
household goods prevailing at the 
end of 1954 and the beginning of 
1955 was not sustained. Partly as 
a result of government measures 
to restrict {—~ buying, 
expenditure on household goods 
in the second half of 1955 was 
little higher than in the second 
half of 1954. 

When incomes and expendi- 
ture are rising, providing out- 
put increases in a _ proportion 
large enough to meet the higher 
demands from this and other sec- 
tors, equilibrium will be main- 
tained. However, from the 
figures quoted in the survey, 
national income and expenditure 
rose much more than production. 

Home output increased by £525 
million at 1954 factor cost or 
34 per cent which was £165 mil- 
lion less than in 1954. The main 
cause was a slower rate of in- 
crease in industrial production— 
five per cent, as compared with 
seven per cent in the previous 
year, and in order to meet 
the remainder of the increase in 
expenditure, there was an increase 
of £350 million in imports of 
goods and services—an abnor- 
mally large increase which reflects 
the excess of demand. 


Problem of output 


Throughout the year, prices 
continued to rise and the main 
cause was that incomes were 
rising on average twice as fast 
as real output. Whereas in the 
two previous years, output per 
man-year is estimated to have 
risen at the same rate as annual 
earnings per employee, in 1955, 
output per man-year appears to 
have increased by only four per 
cent while earnings rose by 
eight per cent. 

The consequence was a con- 
siderable rise in labour costs per 
unit of output. As the index of 
prices of finished manufactured 
goods rose by only three per cent 
in 1955, the evidence, according 
to the survey, confirms the belief 
that profit margins fell slightly 
during the year. - 

So much for the factual back- 
ground of 1955 and to conclude, 
what are the implications for 
1956 ? 


In one respect the survey leaves 
no doubts: 


“The course of 
developments in 1956 will 
depend on the speed with 
which the disinflationary mea- 
sures taken by the government 
overcome the existing momen- 
tum of the boom.” 


economic 
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Whenever big men 
get together... 


Wherever big men in the engineering world get together you'll find MACHINERY 
MARKET. It wili certainly be so at the Machine Tool Exhibition at Olympia, for 
MACHINERY MARKET is publishing three special issues to mark the occasion. 
MACHINERY MARKET for June 15th will be mailed widely overseas so that buyers get 
a preview of what is to be shown. The issues of June 22nd and 29th will be devoted to 
individual stands. In addition to the usual features, many special exhibition articles have 
been commissioned and all advertisements relating to the Exhibition will be printed on special 
cream art paper and will be bled with this slogan . . . SEE IT AT OLYMPIA. 

If you have machinery to sell (mew or second hand) these special exhibition issues of 
MACHINERY MARKET present you with a unique opportunity of reaching the right 
men at the right time. 


MACHINERY MARKET 


THE commercial engineering journal 


Every form of manufacture is covered by MACHINERY MARKET—all who use or 
need machinery and engineering material. A supplement published each week 
contains an immense selection of plant for sale, wanted and for auction. An 

™ FRIDAY annual subscription of $5|- includes the Machinery Market Trades Index. 


THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA ST.,E.C.4. Tel; CITy 1642(6 lines) 
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WE could hardly help but 
pick this photograph 
from the current Horlicks 
campaign for this month's 
honour. Here in one striking 
picture is the essence of all 
that this manufacturer has 
ever claimed for his product— 
“sleep, that knits up the 
ravelled sleeve of care.” 

It certainly is a powerful 
picture. 

The photographer was Edward 
Ward Hart and his problem was 
to evoke the idea of warm, pro- 
tective sleep, or as he put it “an 
atmosphere of 10 p.m. to 10 a.m.” 

But you cannot get the natural 
relaxed attitude so essential to the 
assignment with a few cushions 
on the studio floor, and here we 
come to yet another instance of 
“there’s no substitute for the real 
thing.” 

If you want to get the proper 
effect do it the way people 
always do and do not try to 
improvise within the studio 
limitations. 

So Mr. Hart very rightly got 
his model to stretch out on a full- 
sized comfortable bed and get 
herself settled down. It did not 
take very long to get a com- 
po relaxed attitude (it must 

ave been really easy money for 
the model!). 

With such a natural pose it was 
of paramount importance that the 
lighting . should be _ equally 
natural. There was no use going 


Photograph of 
the Month—24 


in for fancy lighting effects for 
that would have destroyed com- 
pletely the soft diffused light one 
normally associates with the 
bedroom. 

Here again Mr. Hart kept 
strictly to the formula of doing 
what comes naturally. 

He used a small 250 watt spot 
and placed it just where the bed- 
side lamp would normally be. 
And to stop the shadows from 
going too dark, he used a couple 
of white card reflectors—the most 
useful things in the world, but 
probably the very things most 
frequently ignored. 

The exposure became a bit 
tricky with the comparatively 
little light in use and it turned 
out to be a full second at 2.8 with 
Super XX 

Finally came the tonal effect 
and it was one of those brilliant 
ideas, out of the blue, that a real 
artist can get when he is heart 
and soul in a job. He simply felt 
that the shapes and their placing 
would give a feeling of warmth 
and protection, coupled with a 
concentration of sleep at the 
deepest part of the picture. 

The effect, incidentally, was 
produced solely by masking. 
The result had to be a purely 
photographic one. Any air- 
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It's best to be natural 


brushing in this connection 
would have given a flattened 
effect whereas it was depth 
that was necessary. 


All in all, this month’s selec- 
tion is a very fine piece of work 
indeed. We rather liked, especi- 
ally, the careful placing of the 
highlight across the hair and 
temple. One’s eye is always 
attracted to the lightest spot and 
this falls in the middle of the 
darkest area of the photograph. 


This new campaign for Hor- 


licks has been handled by 
J. Walter Thompson and has 
already appeared in large spaces 
both in newspapers and maga- 
zines. What was also very 


interesting was that the “over- 
lapping” theme of this photo- 
graph has been used again to 
great effect on the commercial 
television advertisement. 


| a the first issue of each month ADVERTISER'S WEEKLY pub- 

lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER'S WEEKLY and Ben 
Freeman. Photographs should be sent to the Editor and the test of 
} eligibility is simply this . . . Is the photograph selling something? 
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Negative by Tunbridge Ltd. 


ae ON SAS. m nen 


TECHNICALLY SPEAKING 
As a rule, there is nothing spontaneous about a studio smile Ilford HP3 is a high-speed panchromatic film 


: ‘ possessing great latitude, a very long scale of 
but when you really find one that radiates sheer happiness, you gradation and remarkably fine grain. It has the 


can be sure of capturing it with Ilford HP3. Here is a film with following speed ratings :— 

. . . on DAYLIGHT TUNGSTEN 
the quality to satisfy the most exacting critic plus the speed that BSI, Ilford meter, Scheiner 34° 33° 
allows the use of really short exposures — the one sure way to, ASA, Weston and G.E. meters 200 160 


capture a natural expression and avoid that strained, ‘posed’ look. bmtepeemes = ec Sree aad 


ID-11 — for fine grain without loss of speed. 
Microphen — for fine grain with increased speed. 
ID-48 — for extra fine grain (requires 50% extra 
FLAT FILM exposure) 


HP3 should be handled and processed in complete dark- 


ness, but the Ilford GB safelight (No. 908) may be used 
Also available as plates, roll film and 35mm film with care to observe the time during development. 


ILFORD LIMITED = ILFORD - LONDON ~ Trade Showroom: 106/107 High Holborn, London, W.C.1. Telephone: HOLborn 3401 
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ACRO 


FOR 


GARAGES throughout Britain are using this 
unique forecourt trolley, manufactured by 
ACRO, for selling Esso Extra Motor Oil. 


Mobility and convenient storage space make 
it a ‘natural’ for this purpose, and you have no 
doubt already seen it featured extensively on 
Commercial Television. 


This is a typical illustration of our roach 
to functional advertising, and our full facilities 
in design and manufacture are at your service. 


Write, phone or call 


ADVERTISING DIVISION 


Telephone: CHAncery 5654-5. 


ACRO Marketing Ltd. | 


9 WARWICK COURT, LONDON, W.C.! 
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Oil and fashion companies 


show their pictures 


HE Ilford Gallery in Hol- 
born can rarely have had 
such a variegated show as the 
collection of pictures they re- 
cently put on in association 
with the Shell Photographic 
Unit. Here one _ happily 
roamed the world, not for- 
getting even the insect 
kingdom for the Shell photo- 
graphers, led by Derrick 
Knight, take the world in all 
its forms as their subject 
matter and bring to it that 
penetrative “seeing eye” which 
is the hallmark of the first- 
class cameraman. 
So it was, that with a section 
of the gallery devoted to each 
photographer, one revelled in the 


approach to insect work revealed 
by Clive Cadwallader, and could 


| make nice comparisons between 


the work of Knight himself and 
that of his colleagues, Norman 
Bunch and Eric Willmott. 


Glimpse of library 


There were studies of natives 
at work, industrial shots of oil 
refineries and (a nice touch I 
thought) a little insight into the 
photo library and the processing 
and finishing rooms. The prints 


This scene from a 
carpenter's work- 
shop was taken by 
Michael Wickham 
and was among the 
photographs in the 
“Vogue” Studio 
exhibition recently 
held in London. 


By BEN FREEMAN 


were beautiful, rich in tone range 
and effectively titled. I might 
perhaps have wished for the odd 
one or two higher key shots to 
relieve the air of complete bold- 
ness that surrounded this show, 
but that odd comment must in no 
way be taken as any kind of 
criticism. 

Shell do a grand job in this 
field, and Ilford made an equally 
grand job of the show. 


Well attended show 


There was another show, too, 
which attracted a very consider- 
able crowd to its opening cere- 
mony. This was the Vogue Studio 
exhibition at the Kodak Gallery, 
Regent Street, later transferred to 
Kingsway. 

Most people know the Vogue 
style of work and this show was 
mainly comprised of their best 
pictures, both editorially and in 
advertising over the past two or 
three years. Fashion and interior 
decoration in some form or other 
comprised the buik of the work, 
but there were a few portraits on 
view, too. 

All the staff photographers 
were represented: Henry Clarke, 
Anthony Denney, Hans Ham- 
marskiéld, Cyril Readjones, Nor- 
man Parkinson, Donald Silver- 
stein, Eugene Vernier and 
Michael Wickham . . . and that 


@ Continued on page 32 
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Raven-haired Jinx Clark, who starred 


. in “ Babes in the Wood” at the Empire 
= [7 plus QUALITY Pool, Wembley. P.1600 Plate. 


A photograph like this, capturing 
in a split second all the beauty, speed and 
grace of America’s Queen-of-the-Ice 
Jinx Clark, needed something out-of-the- 
ordinary in negative quality and speed. So 
Arthur Jones, Official Photographer to 
Wembley Stadium, chose the P.1600 Kodak 
“Panchro-Royal’ Plate. 

For the P.1600 Plate is something out- 


P.1600 


Electronic Flash at f) 16. 


of-the-ordinary. It has all the speed you 
need*, plus those extra qualities — nicely- 
balanced colour sensitivity, good resolution, 
wide exposure latitude, unobtrusive grain 
— that lift a photographic plate into the 
top class. 

Try P.1600 on your next assignment 
—and see for yourself what an extra- 
ordinarily good plate it is. 


* 34°... 200 to Daylight 
33°. . . 160 to Tungsten 


Kodak ‘PANGHRO-ROVAL | 2 srcs-uesem. 


PLATE 


rating of 40°... 800 can often be 
used with excellent results. Forced 
development will at least double the 
emulsion speed. 


KODAK LIMITED, KODAK HOUSE, KINGSWAY, LONDON, W.C.2 


‘Kodak’ and‘ Panchro-Royal’ are trade-marks 
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NORTHERN IRELAND’S 
INFLUENTIAL 
NEWSPAPER 


Belfast News-Letter 


Established 1737 


More than a newspaper—an institution 


DONEGALL STREET 
BELFAST 


85 FLEET STREET 
LONDON 


Carried completely 


The lightweight Talkiestrip Projector packs into one easy-to- 
carry case, weighs only 19 lbs., and yet is a complete projection 
unit for showing film strips with recorded commentary. 

Simple to thread, finger-flick changing, designed for standard 
or L.P. records. 

For Rear Projection — the screen is built into the lid. Set up the 
equipment and show ! 

For Front Projection — simply change the lens and project on to 
a normal screen. 


Please write for further particulars 


SOUND-SERVICES LIMITED 


269, Kingston Road, S.W.19. Telephone : Liberty 
An Associate of The Film Producers Guild 


| happy arrangement. 
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A photography show that 
TV film men should see 


Right outside the 
usual “Vogue” 
style of picture, this 
shot by Anthony 
Denney could be 
seen at the recent 
“Vogue” Studio 
exhibition. 


adds up to quite a galaxy of 
talent. 

But what I found particularly 
interesting was one stray shot 
which was right outside the usual 
“style.” This was a print by 
Denney of a few tools, a most 
Call it im- 
pressionism, realism, surrealism, 
call it what you will, it is a very 


| interesting piece of work. Its 


inclusion in this show, together 
with a shot of a carpenter’s work- 
shop by Wickham was a happy 
reminder that now the Vogue 
Studio is taking on a proportion 
of “outside” work, they can take 
on subject matter other than that 
for which they are universally 


| famous. 


Full-blooded prints 


The same comment that I made 
about the consistent display of 


| a long line of full-blooded prints 


| in relation to 


the Shell show, 
applied equally to the Vogue ex- 
hibition. To intersperse an occa- 
sional high key print produces 
visual relief as well as effective 
contrast. 

Perhaps it is that compara- 
tively little high key work is pro- 
duced and therefore one hardly 
takes it into account, but when 
you see displays put on at places 


| like Australia House for example, 


| atus. 
| on their way 


you soon see the value of break- 
ing up the overall tonal appear- 
ance. 

* * * 

THE Kopak show “60 Years of 
Cinematography” which recently 
opened in Regent Street was a 
masterpiece. Here was the 
family tree of cinematography, 
plentifully illustrated, delight- 
fully displayed, even catering for 
the mechanically minded with a 
few working drawings and sundry 
pieces of the more ancient appar- 
Some early films cranked 
to my_ especial 
delight on the opening day when 
Ernie Blake, a pioneer with over 
50 years in the business, made his 
little speech of welcome. Alas, 
Mr. Blake stuck to his script. 


Had he rambled we should all 


have learnt some more. 

This Kodak show had been 
designed to complement an 
exhibition of the film as an art 


‘ which the British Film Institute 


plan to hold later this year. If 
it comes your way do not miss it. 
do very much hope that 
the commercial television film- 
makers went along to see it—the 
old boys did not waste much time 
or material. 
ok ~*~ cod 
PERHAPS WE general users of 
photographic materials pay but 
little heed to the thought and 
work that goes on behind the 
scenes to develop the emulsions, 
the developers, the stabilisers and 
desensitisers which we in our 
regular work take for granted. 
It is worth pausing for a 
moment to record that the Royal 
Photographic Society has awarded 
its Silver Progress Medal to Dr. 
J. D. Kendall (head of the 
Renwick Laboratory of Ilford 
Ltd.) in recognition of his con- 
tributions to research in the 
chemistry of photographic pro- 
cesses and materials. 
* 


* * 
WitH THE arrival of the 
stroboscopic flash we had the 


inevitable spate of “stunt” pictures 
like the knob of sugar dropping, 
or just about to drop, into the 


@ Continued on page 34 


Photo of month 


TONIGHT 


TTONIONT 


oo 


MOrLICHS Foe Tov 


This is this month's selected 
picture (see page 28) within the 
context of an advertisement. 
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certified average weekly net sale 
September 1955 to February 1956 


1,104,612 


—and sales are growing, growing all the time! Average 
weekly net sale for March 1956 stood at 1,174,758... 
and April promises to be higher still! Enjoy the bonus 
of these EXTRA sales . . . invest your 
appropriation to greatest effect . . . include Woman’s 
Sunday Mirror in your schedule ... NOW! 


OMLLAY SUNdaY mirror 
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BREAK FRESH GROUND 
THROUGH THE 


LEICESTER 
ANVERTISER 


LEICESTERSHIRES COUNTY WEEKLY 


LONDON. C.P.R. CRANE, 44 FLEET ST., E.C.4. TEL. FLEET ST., 6820 


a@ group of nine 
influential - or 


A.B.C, NET SALES 


120.911 
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Associated Kent Newspapers Ltd. 
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Ben Freeman was 
| greatly impressed 
by this photograph 
of a girl packing 
apples which was 
included in a re- 
cent exhibition at 
the Ilford Gal- 
| leries of Charles 
| Howard's work. 


bowl of milk. Now I can’t help 
wondering what the outcome will 
be when the new British camera 
which is being manufactured by 
| J. Langham Thompson under 
licence from the National 
Research Development Corpora- 
tion gets into the hands of adver- 
tising men. 
Apparently it will record at 
the rate of 100,000 pictures per 
second by means of a multitude 
of tiny plastic lenses in con- 
junction with a revolving disc 
full of equally tiny holes. 
Exposure is controlled by the 
speed of revolution of the disc. 
Viewing of the developed film 
takes place by replacing it in the 
camera and throwing the images 
back on the ground glass screen 
by shining a light through the 
rotating disc. Separate stills can 
be obtained via the screen. 

“Arrested movement” 
like becoming a 
theme. 


Packing the 
apples 


AT THE previous exhibition of 
Charles Howard’s commercial 
photography at the Ilford Gal- 
leries in London (see ADVER- 
TISER’S WEEKLY, April 6, page 36) 
there was “Apple Packing,” 
a beautifully natural study of 
a country girl placing apples 
in a box. In this shot one felt 
| instinctively that this rosy- 
cheeked lass was handling the 
fruit with a loving care and 
| steadfastly rejecting anything her 
expert eye regarded as not being 
up to standard. They were 
— apples. It said so on the 
Ox. 


looks 
resurrected 


If that young girl had not been 


May 4, 1956 


New British camera will 
be faster than ever 


ENGLISH a 
APPLES 
| 
LF 


the proper type for the picture 
would any of this have ever got 
over? Far too little care is exer- 
cised generally in the selection of 
appropriate models One needs to 

no less critical and apprecia- 
tive of working type models as 
some people profess to be over 
clothes props for fashion shots 

There was also one of the two 
pictures which Ilford used on 
their invitation - card; “Small 
wristlet watch works,” an 
arresting composition created by 
all the wheels and spindles and 
springs laid out on a white back- 
ground with the sort of presenta- 
tion that, while almost diagram- 
matic, is nonetheless compelling. 
In my view that picture can be 
classed as a photographic 
example of: 

“Beauty is truth, truth beauty, 

That is all ye know on earth 
and all ye need to know.” 

* * * 


A PERIODIC résumé of negative 
materials available never does 
any of us harm, even if it serves 
simply as a check that we are 
getting the best possible results 
all the time. 

The latest show at Kodak, 
Kingsway, of negative materials, 
centred on their newest four: Tri- 
X, Panchro Royal sheet, Plus X 
sheet, and P 1600 plate. All the 
technical details were considered 
and there were plenty of illustra- 
tions on these materials in sup- 
port. The Kodak staff were on 
hand to discuss problems and 
demonstrations of portrait light- 
ing for Panchro Royal and the 
two minute rapid processing 
technique completed a_ really 
thorough show. 

This exhibition will be going 
on tour. 
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New Busines 


» James Jack Advertising Ltd 


13 Bath Street, Glasgow, C.2. 
Douglas 0564 
Beanstalk, Glasgow, C.2. 


Advertisers in the North— 


it will be worth your while to find out about 


this agency 


Publishers in this country and overseas 


— it will be worth your while to 


keep in touch 


Vouchers, Rate Cards, Circulation Details please. 


Always insist upon using ABC 
journals like the 


NATIONAL NEWSAGENT 
BOOKSELLER 
STATIONER 


and ensure a guaranteed 
net sale circulation 


ap 
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Details and rate card of this 
leading and independent 
trade journal from 
149 Fleet Street, E.C.4 


CITY 2604 (5 lines) 


proof 
before 
insertion 


The ultimate proof of a technical journal's 

worth is the originality and absorbing 

interest of its editorial contents for those 
ir whom it caters. 


**THE WATER & SANITARY ENGINEER” 


stands far ahead if your market is the 
sewage works and borough engineer or the 
water-works engineer. Ve shal! be pleased 
to offer proof and specimens on application. 


DALE REYNOLDS & CO. LTD. 


32 Finsbury Square, London, E.C.2 
Phone MONarch 154! 


BY INCLUDING THE 


(tae MA LS 


IN dy NEXT LULU te 
CAMPAIGN 


The Group covers |,000 square miles 
in Beds, Herts and Bucks, and is the 
centre of a thriving industrial and 
agricultural area. 
We invite you to study these Net 
ory Figures, for since 195! the 
H.C.N. Group sales have increased by 
nearly 20,000 copies weekly!! 
122,795 
126,763 
129,229 
132,860 


142,655 
99/- 


Rate cards on application 
Represented in London by 
WILL KITCHEN, Jnr. LTD. 


131 Fleet St., E.C.4. Fleet Street 1960 
Head Office LUTON Phone 5050 
Advertisement Manager: C. W. Gilder 
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TYPOGRAPHY IN ADVERTISING 


~ Roman-based type for 


modern banking house 


HE great Roman _calli- 

grapher, Arrighi, knew 
about banks, one suspects.- His 
countrymen more or less in- 
vented them, didn’t they ? And 
they may even have advertised 
their services, for all one knows. 
At the same time he would 
probably be surprised to see 
to-day’s banking houses and 
even more surprised to see them 
advertising in a type based on 
his formal italic. 

For that is what Lloyds Bank 
have done—and the result is 
pleasing. 

The Addison quotation is in 
Blado, and the text and title 
line in Poliphilus. Blado was the 
name given by Monotype to the 
italic cut to accompany Poli- 
philus. Based on Arrighi’s italic, 
it is named after the Roman 
printer, Antonio Blado, who 
printed many books in this fount. 
Poliphilus is another Monotype 
face. It is a Roman based on a 
type used by Aldus Manutius, 
that of the Hypnerotomachia 
Poliphili, cut by Francesco Griffo. 


Reason for pride 


These typefaces have stood up 
to the stereotyping process quite 
well and Arrighi and his friends 
would have been proud of them. 

Whether they would like the 


| border of the Lloyds Bank adver- 


tisement is another matter. It 
savours of the pretty-pretty and 
one wonders why the designer did 
not choose a more classic border 
have one specially 
designed. 

After all, it is believed that 


@ Continued on page 40 
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By ROGER DARCY 


The man who will 

live above bis present 
circumstances, 

is in great danger of soon 


living much beneath them 


pote anenan 
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LLOYDS BANK LIMITED 
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Roger Darcy believes that a 
pleasing effect has here been 
achieved by the use of Blado. 
But is the border altogether 
satisfactory ? 


View fool he hecner ge lh maces le 


“Very readable” is Roger Darcy's 
verdict on this advertisement. 
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ADVERTISER'S WEEKLY 


nuclear 


nuclear power 


nuclear power 


nuclear power 


nuclear power 


nuclear power 


nuciear power 


nuclear power 


nuclear power 


nuclear power 


nuclear power 


nuclear power 


has now been published 


is the journal of British nuclear engineering 

had a print order of 10,000 copies 

has been mailed to 33 countries 

has been sent to every important executive in industry 
has been sent to design engineers and technical directors 
has been sent to the world’s atomic energy authorities 

is in the hands of the people who matter 


has been conceived as Britain’s ambassador for all those 
actively engaged in the design, manufacture and sale of 
nuclear equipment 

has the very highest technical level of editorial 

has an outstanding team of editors 


William Davidson MSc (Eng) 
James F. Hill Harwell 


Prof. Joseph Rotbiat London University 
Dr Denis Taylor Harwell 
Prof. Jj. G. Ball Imperial College 


Dr Alfred Maddock Cambridge University 


nuclear power means business 


Further details from advertisement director Harry T. Kane 


‘ROWSE MUIR PUBLICATION, 3 PERCY STREET, LONDON, W.! A 
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These famous products 


are being advertised in 
the DAILY MIRROR 


week beginning May 7th 


@ 12,789,000 readers of the Daily Mirror 
will see these advertisements. 


@ THAT’S ONE IN THREE OF ALL SHOPPERS 


And the cost? Based on A.B.C. July—Dec. 1955, average daily net sale of 
4,694,042, it’s the lowest inch per 1,000 rate of all national dailies ! 


greatest daily sale on earth DAILY MIRROR 
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Milk campaign employs 


an unorthodox type 


Lloyds Bank has 
money. 
Now the Rolls-Royce people 


also hark back to the past with 


plenty of 


finest 
petrol 


in the World 


In Roger Darcy's opinion, this 
is one of the most effective 
current announcements. 


their advertisement. They use a 
closely related type—Bembo and 
its italic. Bembo is a copy of 
a Roman cut by the same Fran- 
cesco Griffo for Aldus. It was 
first used in Cardinal Bembo’s 
De Aetna—hence its name. The 
italic is like Blado—but there are 
differences. 


A little battered 


It may have been because they 
came from different newspapers, 
but the Rolls-Royce Bembo has 
not fared so well as the Lloyds 
Bank Blado. It is not so clear 
and the stereotyping seems to 
have battered it a little. Other- 
wise the advertisement is quite 
striking. There is, however, a 
completely superfluous full point 
after the word “world.” 

Most striking is the advertise- 
ment for milk. This uses a per- 
sonalised, slightly unorthodox 
version of the Chancery hand, 
which Arrighi may not have 
liked, but which is in accord with 
present-day tastes. 

It is certainly very readable 
and the announcement stands 
out from the page. 

The slogan ‘at the foot, how- 
ever, is too small. After the 
clarity of the main advertisement 


aed Lb 


Rolls-Royce aero emgrnes, ori engines and 
engines are all ower the 


Bembo and its italic are used in 

this Rolls-Royce advertisement, 

which Roger Darcy considers 
quite striking. 


it requires a certain amount of 
peering to make it out—and, 
after all, the average reader has 
no time to peer. At the same 
time, the main text makes the 
point that one should drink milk, 
and so there may be no need 
for this subsidiary slogan. 

A number of advertisers have 
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been converted lately to the vir- 
tues of Caslon Old Face; it is 
found to be such a strong, eye- 
catching type. 

latest users are 

Esso, and their advertisement, 

with its masses of white space, 

is surely among the simplest 
yet most effective announce 
ments of to-day. Neat point is 

the cut-out illustration of a 

tiger in the right-hand corner 

which gives the advertisement 
some movement. 

The lesson seems to be that the 
old boys knew what they were 
about and there is no need to 
worry about modern type designs. 
That is not quite the case, of 
course, because modern versions 
of old faces suit our eyes much 
more. 

If that Lloyds Bank advertise- 
ment had really been set in the 
original readers would have 
thought it rather archaic, to say 
the least. 


. 
Plastic facts 

British Plastics Year Book 1956, pub- 
lished by Iliffe & Sons, Ltd., price 35s. 

Nearty 4,000 names and 
addresses of firms associated with 
plastics are given in this classified 
guide to products and manufac- 
turers in the industry. Names 
and positions of prominent people 
connected to the industry are 
given in a “Who’s Who” section. 

New plastics companies 
registered last year are listed, and 
details provided include the 
official date of registration. 


Monthly — Price 6d. 


Over 100,000 regular 
readers each month 


Magazine Department 
84 The Promenade 
CHELTENHAM 


Austin Motor Company Ltd. 


Phone : 52733 


_ Quality goods and services 


find a responsive market 
in the pages of the 


‘AUSTIN MAGAZINE? ana ‘MOTORING’ 


Monthly — Price 9d. 


Publications of the 
British Motor Corporation 


Motoring 


Cowley 
OXFORD 


The Nuffield Organisation 


Phone : 77777 
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Bracketed first on a great number of Schedules | 
successfully tackling this huge market are— 


THE YORKSHIRE POST 


d 


THE YORKSHIRE EVENING POST 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO., LTD, LEEDS 14. TEL. 32701. 
LONDON OFFICE: 171, FLEET STREET, €.C.4. TELEPHONE: FLE 9693 


F 3 
a rere 
1 
3 ? Cis ee: RS eae eee. % 
2 i ant ; "ye ; a PA at zs e 4 * _ | (ee 
e ¥ 4 ~~ Se 5 # #£ . 2. P 2 2 ae 
ia Si re : 
i . "a = : oe a Po. ea Sa Hee # & 
e | . we peo - ( . PP ties oe PE Ce Pe ‘a as? ; 
E + ha as i ; no < eae i “WAI Sar . —a 
5 : i . “ - pas : porns ye i. 4 f 
‘ tah @ ‘ - : 3 wen 2 . * Spee ee oa ae wees : . 
Be : : mm a fe _ ef “a a Ee. aa ] & 2 : aa er -. a. 2a t -% i i., ' ‘ 
3 4 = ane ee re a 
Pace 3 Ns oe mf) Ge: oy Te eae ai 4 ; c ; 
. et } ® @ y rs ry ; \ x ed AY , '* ear 7 Pe” ie 2% “% = ty sale f ¥ aa ‘ 
~ om ® ~ nn rt ne ; > 4a - ie. piomiasee : 
ee ¥ Aas eee er. ee ee Bae eS 
; ae a : se oe ae . bealtie SAY. 1 3 cant BUI es at se te : 
4 ; it adiad . . ny pt em ee re 
" ap WES Re BY at aa ee ee : 
eM Cee he hale ee ee a wnt | EMPL 
i ~ ae ee. ‘ 1 ae ee tm” i EER * = 
Aw 4 Reeg ee sie an . me eas a Be. 
é a oes Sree A Bi yea Sore 
V's 2 ee ee . e 6 —- > —— ef 
eee es Fe ; 5 SE 
‘ ca fe = c : :- aia ses 2 ame , A SS mt 
a at es i aeol —- hey x . “S Cee, Weer hs 
om ee ay ae ox = ee ~~ @ # 
: a o 2 - ¥ a a = i { - ¥ 
j 9a oes : ay eh | et \ ot = ae inf Bee ae a ay — 2 ‘ , 
i = = ra LY = 4 a Ce wn . 2. - it Po 5 . ‘g t ; % 
‘ = mee? 4 ~, lee es aS : 
WV , a og. , 7 ‘“s : " ae + . yr ; * 
, 5. eee ee OVER 
By : i] ‘4 = ae “tig ee : , . ; 
| Ot es ee ae 2 (4) MILLION | 
: — Bee eS ie | 
e “aa “ee “ane ey RR ee > 
, Ba te er - 8 fe: ~~ Saeeees SHOP 
$y, tee rae oe 
a ee. : a : Py 7 , uv + : i § 
; ee. LMR! IN YORKSHIRE 
ie .. oe > Se ec p % a | 
ae ay | et nie ell »? oo ye & a a2 Dy 
a a. a er 3 ee "4 oe a ? 
+ iag i he 2, “se atte ie - Y ~m ae ‘o.ae ; 
i et Py \> Lhe 
nd -. Sea . FS . #7 ae 4 . = 
aa ae sr : a vy any " , eS a ue a « en 
ie Lag Sip a ae is See, —  . a ; ‘Ua ° ; 
a i ii — =o $ eo. ) Me | ) 
“a Se ad a) fas ltl ll eo Baie 
eh ; we ie _ / i ee 4 os 7 er nie y fe, oe 
i t ; , ‘ 
i. 
a 
: | ee 
es } 
pain . . . 
a anil 
a ) 
. ee Pe , 
ar *, 
rJ 
| 7 { 4 
a re . 
-. — ere it i b Bem _ _— Sa oe ns ree et re Oe 


May 4, 1956 


43 


‘Advertiser’s Weekly’ Market Research 
Team survey YORKSHIRE 


and find— 


A thriving market with a 


growing population 


[He number of people living 
in this key region is in- 
creasing. According to the 
most recent figures contained 
in the Registrar General's esti- 
mates of the population of 
England and Wales, the popu- 
lation of Yorkshire (which 
occupies an area of nearly four 
million acres) had increased by 
June, 1955, to 4,639,000 inhabi- 
tants as compared with 
4,516,000 in mid-1951. 


The main increase during the 
period has been in the West Rid- 
ing (109,000), with increases of 
7,000 and 6,000 in the North and 
East Ridings, respectively. In all, 
apart from Lancashire with its 
population of 5.1 million, the 
three Ridings have the largest 
population of any county in 
England. 


Well populated region 


An indication of its size can 
be gained from the fact that the 
area of Yorkshire comprises just 
over 10 per cent of the total area 
of England and Wales, while the 
population of the county is also 
equivalent to rather more than 
10 per cent of the population of 
England and Wales. 

Because of its large size and 
also because of the wide range of 
activities within the area, it is 
convenient to examine the region 
in terms of the three great divi- 
sions, the West, the East and the 
North Ridings. The West Riding, 
with its population of 3.6 million 
inhabitants, has depended for 
some years on its industries of 
wool, coal, clothing, iron and 
steel, engineering, tools and cut- 
lery, and cocoa and chocolate, of 
which the last is localised at 
York. In this area are to be 
found the great towns of Leeds, 
Bradford, Huddersfield, Sheffield 
and York, with Doncaster, 
Rotherham and Barnsley, only 
slightly smaller. 

In terms of population, the 


East Riding, with 517,000 inhabi- 
tants, is the smallest of the three 
areas and also the least indus- 
trialised ; but in it is situated the 
large and important port of Hull, 
which accounts for over half the 
population of the area and in 
which are found the industries 
commonly associated with a port. 
To the north lies the third of the 
three Ridings, with a population 
of 533,000, bounded by the in- 
dustrial area of Teesside, with its 
iron and steel industry at Mid- 
dlesbrough and the large chemi- 
cal industry at Wilton. 


It is interesting to speculate 
whether the concentration of in- 
dustry in the West Riding is a 
result, apart from the geographi- 
cal and natural attributes of the 


areas and the relative lack of in- 
dustrialisation in the other two 
regions, of the absence of a 
bridge over the Humber which 
could carry the modern equiva- 
lent of Ermine Street. 
Agricultural hinterland 

In earlier days, the eastern side 
of the county and, indeed, Lin- 
colnshire as well, was propor- 
tionately more densely populated 
than now, and Ermine Street, 
going north through Royston, 
Huntingdon, Grantham and Lin- 
coln, reached the Humber much 
nearer to the east coast. To-day, 
the hinterland of Hull is still 
largely agricultural, a feature of 
the area which goes back for 
many generations. 


Shipping on 


Shipping in King George Dock, Hull. 


the Humber 


Dock facilities apart, Hull 


has gone ahead so fast with repairing the ravages of war that it has 
outbuilt other bombed cities in the United Kingdom. 
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Records in 
wool 
industry 


YEN as in the past and 
still to-day, Lancashire has 
been synonymous with cotton 
textiles, so Yorkshire has been 
associated with woollens and 
worsteds. 


Before passing to the other 
many and varied industries, an 
examination of results in the in- 
dustry during 1955 is a necessary 
step, because of its importance to 
the prosperity of the nation as a 
whole and also because of the 
large number of people employed 
in it. 

The final figures for employ- 
ment in December, 1955, have 
not yet been published, but it will 
be noticed from an accompany- 
ing table that, since our last re- 
view of Yorkshire (ADVERTISER'S 
WEEKLY, October 14, page 59) 
employment in all sections except 
worsted weaving has increased. 


For all industries, 1955 was not 
the easiest of trading periods; de- 
spite all the handicaps of a credit 
squeeze and restrictions of credit 
at home and increased competi- 
tion abroad, however, the woollen 
industry can justly claim to have 
had another successful year. 


According to figures published 
by the Wool Industry Bureau 
of Statistics in February, more 
wool was consumed and more 
tops produced in the United 
Kingdom in 1955 than during 
the previous year. Further- 
more, exports of combed 
wool tops exceeded the pre- 
vious record established in 
1950 by more than five per 
cent, 

In fact, this country main- 
tained her position as the largest 
wool consuming country in the 
world, and the total of 484 
million Ib., compared with 470 
million Ib. in 1954, shows a rise 
of about three per cent, only 
slightly lower than the record 
years of 1950 and 1953. More- 
over, as a producer of wool yarns 
and cloth, the UK is second only 
to the United States. Details of 
activity in the industry are repro- 
duced in another table. 


There are a number of items 
of interest in the table, apart 
from the figures for production. 


Powerful export value 


It will be noticed that in the 
export field the industry has im- 
proved on its record for 1954, 
and its importance to the country 
as a whole lies in the fact that, in 
addition to being one of the 
largest employers of labour in 
Yorkshire, the industry earns 
nearly five per cent of the total 
export income of the UK and is 


@ Continued on page 44 
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More research co-operation in 
wool to offset fibre threat 


one of the largest dollar earners. 


As regards imports, although 
the volume of woollen fabrics im- 
ported has increased, the indus- 
try has not suffered to the same 
degree from foreign competition 
in the home market as the cotton 
textile industry. 


Recent reports speak of home 
trade being less satisfactory than 
many Yorkshire firms would like, 
but although activity in the first 
half of 1955 showed a slight de- 
cline, it increased again in the 
latter half of the year. 

The biggest problems, possi- 
bly, which are facing the wool 
textile industry are a shortage 
of labour, despite an increase 
in the number of operatives 
during the last six months of 
nearly 3,000, and the quota and 
tariff restrictions in force in 


Finally, when it is remembered 
that some foreign competitors 
are being aided by direct or in- 
direct subsidies, the industry's 
record is indeed impressive. 

As regards supplies of wool in 
the coming year, this year’s world 
wool clip has been estimated at 
2,620 million Ib., an increase of 
40 million Ib. over the revised 
estimate for last season. Allow- 
ing for carry-overs, total supply 
could well be of the order of 
2,680 million lb. Compared with 
consumption of about 2,520 
million Ib. in the year ended last 
September, supplies available 
should comfortably exceed con- 
sumption — unless consumption 
rises. And in the price variations 
which may occur lies another 
problem for the industry. 


Big development plans 
for steel and oxygen 


N common with other indus- 
tries to-day, wool is paying 
increased attention to research, 
and the first international wool 
textile research conference was 
; = in Australia in September 


The purposes of the confer- 
ence were to discuss develop- 
ments in wool textile research 
and allied sciences, to promote 
interest and activity in wool tex- 
tile research among scientists 
working in associated fields, and 
to encourage the industrial appli- 
cation of the results of research. 


Co-operation in research 


Professor Speakman of Leeds 
University, according to a report 
of the conference, said that 
scientific advances in the wool 
textile industry did not match 
those in the artificial fibre indus- 
tries and moreover, co-operation 
between research workers and in- 
dustrialists in the wool textile in- 
dustry was much less close. The 
bringing together of the delegates 
should go a long way towards 
providing a remedy for the 
alleged lack of co-operation and 
make possible further advances 
in an industry where the danger 
of severe competition from the 
newer man-made fibres could 
greatly increase. 


Passing from the wool industry 
to other activities, recent figures 
quoted by the Board of Trade in 
November, 1955, show an inter- 
esting record of industrial build- 
ing in the East and West Ridings 


of Yorkshire. Unfortunately, the 
figures for the North Riding are 
included in those of the Northern 
region and are not shown separ- 
ately. 

There are, of course, included 
in these totals the buildings ap- 
proved, started and completed for 
the wool industry, but an indica- 
tion of the growth in other indus- 
tries is provided by a statement 
made by the East and West 
Ridings Regional Board for In- 
dustry in December last year. 

In the month to November 22, 
30 industrial development certifi- 
cates were issued, providing for 
factory space of over 440,000 
square feet, and of this total, 13 
certificates were for the metals 
and engineering industries, four 
for the food and drink trades, 
and three for textiles. 

Development schemes at the 

Stocksbridge steel works of 

Samuel Fox are to include 

grouped engineering workshops 

costing about £320,000. The 
workshops will be in partial 
operation early this year and 
will provide electrical, joinery, 
wagon repair, machining and 
general engineering services for 
the whole works. They should 
be completed by the summer 
and will cover an area of 
35,520 square feet. 


High steel output 
Part of the United Steel Com- 
panies, Samuel Fox, produces a 
quarter of this country’s total 
output of alloy steels. A factory 
which William Jessop and Sons 
have built at their Brightside 


Roving—the _ final 
operation __ before 
worsted spinning. 
This picture was 
taken at Leeds 
University which is 
playing a very im- 
portant part in 
wool research to 
keep Yorkshire 
ahead of the world. 
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The Wool Industry: Output, Activity and Exports} 


1950 1951 | 1952 | 1953 


1954 | 1955° 


PRODUCTION 
Wool consumption (clean) (m. Ib.) ... 
Other fibres (m. Ib. << woe 
Top production (m. Ib.)... a 
Worsted yarn deliveries (m. Ib.) 
Woollen yarn deliveries (m. 1b.) ... 
Woven fabric deliveries (m. sq. yds.) 
Of which :— 


SBusee 


Worsted (m. Ib.) ... ... 
Blankets delivered (m. |b.) 


Wool = Ib.) . 


wo 
& 


Wool (retained imports) (m. Ib.) 
Wool tops (m. Ib.) si ia oe 
Woollen and worsted yarn (m. Ib.) ... 
Woollen fabrics (m. sq. yds.) ... oa 
Worsted fabrics (m. sq. yds.) ... 
Woollen carpets (m. sq. yds.)... 


Wool tops (m. Ib.) 

Woollen yarn (m. Ib.) “ 
Worsted yarn (m.lb.) ... ... 
Woollen fabrics (m. sq. yds.) ... 
Worsted fabrics (m. sq. yds.) ... 
Woollen carpets (m. sq. yds.)... 
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works for the production of 
titanium for use in special alloys 
for the aircraft industry is due to 
go into production very shortly. 


Use of titanium 


At Wilton, North Yorkshire, 
the Imperial Chemical Industries 
are to make the titanium sponge 
which Jessops will use for its 
further processing into metallic 
titanium. 


The English Steel Spring Cor- 
poration, which is the Tocoest 
producer in the country of rail- 
way and road vehicle springs, de- 
livered in 1955, for the first time 
on record, over a million medium 
and heavy springs from the 
Grimesthorpe works. The British 
Transport Commission, whose 
pao —_ —crevens Railway 

arriage an agon Compan 
of Sheffield were referred 5 in 


Source: Yorkshire Post Trade Review. 


our last survey, have now ordered 
three 150 bhp diesel railway vans 
for work in Cumberland. 


The British Oxygen Com- 
pany is to build an oxygen 
plant at a cost of more than 
£500,000. The plant, expected 
to be in operation in 1957, is 
near to Dorman Long’s newest 
steelworks and the rapidly de- 
veloping ICI plant at Wilton. 


In Sheffield expansion plans 
are being carried out by the Shep- 
cote Lane Rolling Mills, and re- 
cent reports speak of the demand 
for stainless steels being greatly 
in excess of current output. En- 
gineering firms in the Hull area 
have been very busy and several 
Humberside firms have carried 
out important works extensions 
during the year. The figure for 
unemployed at Hull —— the 
past few months has been lower 
than at any time since 1946. 
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—or a blouse, 
or a bath-towel, 
or a bathing-suit ? 


Whatever item of drapery or clothing you are selling — whether it be 
worn or walked on, fashionable or functional — there is one side to 
your marketing plans which requires the greatest concentration of 
advertising support — the retail outlet. Consideration of the retailer 
introduces the concept of local demand. And this applies equally to 
every category of advertised goods. 

For almost every commodity imaginable, demand varies regionally, 
often to an appreciable extent. (The recent Milk Marketing Board 
research report is an example from what one might think to be a 
product-group with a uniform demand-factor.) Can you personally 
be satisfied that the geographical variations in the distribution (and 
impact) of such national media as you may use accord with the 
variations in demand for what you have to sell ? 

The experience of a large department store, handling all categories 
of drapery and fashion goods and much else besides, leaves no doubt 
at all. Mr E. L. Cooper of Atkinsons of Sheffield (see below right) is 
quite positive that manufacturers’ advertising of branded goods in the 
Regional Press, supported by retailer advertising, pays both supplier 
and stockist. 

And the ‘ tailor-made’ economy of a regional paper schedule can 
be obtained at highly reasonable cost. At a ratio of 2.8 readers per 
copy, the Sheffield Telegraph has a readership of over 301,000 and 
a cost per inch per thousand readers of 1.19d. Similar figures for 
The Star are 3.0 readers per copy, 691,000 readership and 0.87d per 
inch per thousand. 

Atkinsons’ regular insertions and those of countless other local 
retailers prove the efficiency and economy of the Sheffield Telegraph 
(on a morning) and The Star (in the evening) as selling media for every 
type of advertised product. 


Consider this vitally important point 


Surely your advertising demands more than large sizes and large 
circulations? First and foremost it must se//. And no other medium can 
compare with the regional press for impact, nearness to point of sale 
and efficiency in selling. What other criterion can your advertising afford? 


Sheffield Telegraph : 

ABC Net sale 107,666 
The Star, Sheffield : 

ABC Net sale 230,331 
Kemsley House, Sheffield 1. 
Sheffield 22055 
Kemsley House, London, WCr. 
Terminus 1234 


HO|WAMIAINIVESIIIDIEISRHIALS 


© 


The photograph at the top of the page was taken in a department: of Atkinson's store in 
Leopold Street, Sheffield 


Local Department Store's Viewpoint 


Mr E. L. Cooper 1s General Manager of John Atkinson (Service Store) 
Ltd., one of the leading department stores in Sheffield and district. 
Mr Cooper writes : ‘Local Press advertising, providing it is arranged 
in close liaison with the retail stockist, ensures for the manufacturer 
direct sales results as well as increased prestige. I suggest that the 
Sheffield Telegraph and The Star be considered essential by any 
manufacturer with outlets in Sheffield and its surrounding industrial 
area.’ (Advertising Agents for John Atkinson are Charles Stanley & 
Partners, Sheffield.) 
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Drapery & Fashion advertisers in the Sheffield Telegraph & TheStar 


NATIONAL ADVERTISERS 

Aertex Daintifit 
Ballhito De Leo 
Bellmans Wool Dereta 
British Celanese Fashion Sport 
Corsets Silhouette Flexees 


Freedman 
International Wool 
Lastex 

Meridian 

Pesco 


Victor Seigall 
Sumrie 

Tootal 

Twilfit 
Vedonis 


LOCAL STORES AND OTHER ENTERPRISING RETAILERS 

John Atkinson - John Banner - Blanchards - Brightside & Carbrook Co-operative 
Society - Ernest Burgess - Cabot Fur Co - C & A Modes - T B & W Cockayne 
Cole Bros - Colver & Co - Etam - Joseph Fox - Wm. Hobson & Sons - Marshall 
& Snelgrove - Prices (Broomhill) - Roberts Bros - Sheffield & Eccleshall Co-operative 
Society - Stewart & Stewart - Swears & Wells - S A Turvey » John Walsh - Willerby 


Drapery ... Fashion... every type of product sells in the Sheffield area through these papers 


befficld Celeqgraph - The Star 


Indispensable media for a very great market 


May 4, 1956 45 eC 
ce g mie nr —: . P ™" ¥ i : _— po fess ——,, ‘ j 
‘je ae _ =_— - a - _— i nen = 
—- Br aaa . mre 
: | : thepts 
IN eee =a: 
Wet Y=. 
6 OM I 
: \ . La f A! be, 
a Pe f) 
{ ‘aa ‘ll Nis, Dre 
_ : | | | 
ee 
I 
a 
ee 7 an e ey | 


ADVERTISER'S WEEKLY 46 May 4, 1956 


HE main obstacles to a YORKSHIRE mates of capital investment in 
higher level of output -_ Sateen ant in the 
among engineering firms have modernisation of traditional 


been the shortage of steel and ae “ a py te o- 10 
the shortage of labour. reat activ ity typi es million. And the expansion is 
In Sheffield and district at the continuing. 
end of the sand the ee of a ’ 7 _ An important industry in York- 
insured workers registered as un- h d : shire for three centuries has been 
employed was down to 0.3 per t e region S in ustry that of glass making, and in that 
cent and had been at that level branch in which the county 
since July—the lowest recorded r specialises, glass container manu- 
in the district, Increasing num- Vides one of the main centres for machinery from another factory facture. output regionally is ap- 
bers of women are entering em- Manufacturing mechanical aids in the neighbourhood has re- proximately 30 per cent of the 
ployment and it is estimated that ‘0 the industry. At Huddersfield leased additional capacity for in- [Ks total production of over 
about 90,000 out of a total the David Brown Tractor organi- creased production of other en- 3.990 million containers. la od- 
female population of about sation has enjoyed a year of great gineering equipment. len & wilatble enttitbelien & 


270,000, more than ever before, activity and has also continued to On Teesside, industry has made to the country’s output of 
are at work. expand. A new factory has been continued to flourish and to ex- hand pressed domestic glassware 
Many schemes are being tried built at Lockwood, Huddersfield. pand and it is probable that no lighting glassware, and labora- 
a to overcome shortages. Age to provide accommodation for other area in the country can tory, medical and scientific glass- 
: limits have become more elastic, the Automobile Gearbox Divi- claim a greater advance in ware 
j " : . . 
4 and Samuel Fox at Stocksbridge sion and the transfer of prosperity since 1945. Esti- Positi f coal 
: has applied to the Ministry of , , osition of c 
: Labour for permission to work a “e Yorkshire coal mines come 
“~ 7 . . . 3 
three shift system for women in Industrial Building in Great Britain within the North Eastern Region 
one department. (Number and Area of Schemes) and are situated in the areas 
: The Ministry of Labour figures a vis around Doncaster, Rotherham, 
4 for employment at mid-Decem- pa inees ames pm Wakefield, Barnsley and Castle: 
f ber, 1955, show that over a [ ; ford. The coalfield (which is one 
+ 1,120,000 men and _ nearly of the largest in Europe) has just 
4 700,000 women were in employ- | Area Area , Area ; Area over 138,000 wage earners on the 
ment in the East and West No. | oe Ne. ony | No. hag st No. Lig books, for the region as a whole, 
- Ridings. The latter is a large aaa at the end of December. Total 
ha figure by any standards. Unem- ps 7 gaa apart MES" =~ peste amounted to 43.9 
PPROVED (9 months) ; as , 
ployment at 0.6 per cent of the 4itiin | 4,129| 26,5991| 1,961 39,313/ 2,205 70.916) Deer 74262  mlvion tons as compared with 


estimated total number of em- East & West Ridings | "119 2.140, 199 3,196, 244 S113. 223 6.180 45-6 million tons in 1954 and was, 
ployees was the second lowest in fact, lower than in any other 


: sont STARTED | | | (6 months) year since 1950 As output 
i percentage for Great Britain. And . ART j e . As output per 
a f rea a 946 | 19,7 $42 29,505) 2,131 | 45,187 1,145 30,818 ais ocak oe an ae 
sa in November, the latest date fase a West Ridings | 115| 1.943| "ies 2089. "197 “x743 ‘1 “Vasg—-'™aN shift has been steadily rising 
available, 34,000 vacancies in the region, the fall may to 
- ; : ComPLeTeD | (6 months) some extent be accounted for by 
5 existed and remained unfilled. = st Britain... | 1,438 | 29,021| 1.438 | 31,353| 1,702 38,292 “g40.16,022 Gis euthd tattler to Gee 4 
is With a considerable interest in East & West Ridings | 164| 2.470) (169, 2935 ‘172, 2.745 68 9S e € year an 


agriculture, Yorkshire also pro- 8 @ Continued on page 48 


You can’t cover Leeds and the 
West Riding without it! 


Championing the interests of Yorkshiremen, the “NEWS” TOWNS:- 


Yorkshire Evening News is accepted as part of Yorkshire DONCASTER CASTLEFORD 
life throughout the West Riding and beyond. Read in - WAKEFIELD PONTEFRACT 
almost every town and village in the Riding, its influence BARNSLEY GUISELEY 
is particularly felt in Leeds and such important “* News ” ROTHERHAM SELBY 
, pEgemaees, DEWSBURY SCUNTHORPE 
a These towns with such diversified industries do not feel KEIGHLEY SPEN VALLEY 
» seasonal employment declines and therefore constitute a HARROGATE 
Ss market of exceptional promise, but, to cover them in a MARKET TOWNS:- 
e profitable manner, you must use the Yorkshire Evening News. OTLEY ILKLEY SKIPTON 


wevenines WEWS 


PROVINCIAL NEWSPAPERS LIMITED 


2 SALISBURY SQUARE, €E.C.4 
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By and large the people of York and the country round about 
earn their living in the confectionery, railway or 
agricultural industries. Many of them also gain substantially 
from the annual influx of tourists. 


In York last year the cash registers rang to 
the tune of £15,295,000! An average of some 
£300,000 a week. 

The way to reach these well-paid York men 


and women is through the columns of * The 
Yorkshire Evening Press”. 


It is the ONLY daily paper published in the 
city, and its coverage of York itself is in excess 
of 100°, per household. In addition, one in 
every three copies is bought outside York, 
giving advertisers a first class penetration into 
the prosperous agricultural communities of the 
East Riding. 


The Yorkshire 


e 


Press 
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Transformation in Hull 


also by the decline in numbers 
employed, amounting to 1,500. 
To return to our earlier specu- 
lation regarding the absence of a 
Humber crossing, the present 
alternative to a bridge is an 80 
mile road or rail journey between 
Grimsby and Hull, only 14 miles 
apart as the crow flies, or 20 
minutes by ferry steamer. 
However, provided the financial 
situation does not change the 
mind of the government, the pros- 
pects of the Humber bridge, 
estimated to cost £15 million, 
should be much improved during 
the coming year. And at Hull, 
early in January this year, the 
new Provision Exchange was 
opened. 
Moreover, to the surprise of 


many of its inhabitants, Hull, 
that badly bombed area, dis- 
covered last year that, so far as 
rebuilding was concerned, it 
had outbuilt other bombed 
cities in the replacement of 
industrial space, and doubled 
the achievement of Coventry, 
its nearest competitor. 

The rebuilding of commercial 
and industrial properties and of 
slum houses is now proceeding at 
a great pace and the rebuilding of 
bomb damaged property, it is 
estimated, will be completed 
within four years. Not to be out- 
done by a Humber town, Don- 
caster town council have approved 
the outline design for a new civic 
centre, estimated to cost some 
millions of pounds. 


(Including Part-Time Workers) 


z Employment in Wool Textile Industry (°000s) 


Combing 
| 

Dec. 29, 1951 .. 10-8 | 
Dec. 27, 1952... 12-5 
Dec. 31, 1953. | 13-4 
Dec. 31, 1954. 12-4 
June 17, 1955 12-4 | 

6 | 


Nov. 18, 1955... ...  ... 12 


Spinning Weaving Spinning | 


Productive Workers =? 


Worsted | Woollen 


Weaving 
44-3 | 32-5 21-3 40-9 
49-1 31-1 | 21-8 40-8 
54-5 | 33-0 23:8 42-3 
53-6 29-9 22:8 43-7 
51-6 29-5 22-8 43-6 
53-1 29-3 22-9 43-9 


Exhibition 
centre 


ITUATED centrally, 

Harrogate is generally the 
Yorkshire town selected by 
conference secretaries as the 
venue for their annual get- 
together. 


The fact that last October a 
Conference of Conference Secre- 
taries was held in this town 
worthily upheld the tradition of 
the old and new worlds by 
attracting not only those in search 
of a cure for their aches and 
pains, but also the- go-ahead busi- 
ness executive. 

At this conference, the first of 
its kind and sponsored by the 
Harrogate Corporation and 
Harrogate Hotels and Restaurants 
Association, The Times reported 
it as being “a fit setting for the 
conference, for since 1946 the 
total of conferences held there 
annually has risen from 36 to 
os hg 

When the Northern Antique 
Dealers’ Fair is in progress at 
the Royal Hall every September, 
it is not only those who come 
to Harrogate specially for the 
event, but also the general visi- 


tors who help to make the event 


May 4, 1956 


one of the most remarkable 
successes of this country’s exhibi- 
tions. 

This year, Scarborough will be 
the centre of the Purchasing 
Officers’ Association conference. 
Held in conjunction with this 
will. be the “Minibition”—a 
unique miniature exhibition of 
displays by some of the largest 
industrial firms in the country. 
In order that both large and 
small concerns should have the 
same opportunity of attracting 
purchasing officers, the associa- 
tion restricts the size of the dis- 
plays to a minimum, and leaves 
it to the firm's publicity officers 
to make the best of the available 
space. 

To further the interest, the 
Organisers award prizes for the 
three best displays. 


Other facilities 


Apart from Harrogate and 
Scarborough, the other Yorkshire 
cities chosen for the holding of 
exhibitions in Yorkshire are 
Hull, Leeds and York. 

The City Hall at Hull was the 
venue selected for the Daily Mail 
Happy Home Exhibition last 
May, and York has been the 
centre of several exhibitions, 
based on a more serious theme. 

In Leeds, Lew Barclay Exhibi- 
tions Ltd. will hold their impor- 
tant Great Yorkshire Ideal 
Home Exhibition at Woodhouse 
Moor, and the Leeds Modern 
Homes Exhibition will be held 
by Modern Exhibition Services 
at the Drill Hall. 
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Audit Bureau of Circulations net sale July to December 1955, 13,465 


Flat rate for business advertisements 8/6 per inch. Public notices, auctions, entertainments, 15/- per inch. 


Cinema notices on back page 10/- per inch. Classified advts. 18 words 4/-. 


London Representative: Edwin Greenwood, Ltd., Thanet House, 231 Strand, W.C.2. 
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If you want to convince yourself of 
Bradford's buying power, look at the 
** wool returns *’ of the Conditioning 
House—an accepted guide to Brad- 
ford’s prosperity. Poundage for 1955 
topped the 100 million mark—a 
record figure and an increase of 14% 
over the last two years ! 

Although wool and Bradford go 
together like a horse and carriage, 
engineering, vehicle manufacture, 
building and the distributive trades 
nelp to preserve the city’s industrial 
balance. 


Bradford's men and women are 


ADVERTISER'S WEEKLY 


Mirepia 


MAN'S 
GUIDE 


TO BRADFORD PROSPERITY! 


earning more than ever and their 
wants have increased with their 
wages. A_ retail turnover of 
£40,000,000 per annum proves this. 

The city’s two daily papers, the 
Yorkshire Observer and Telegraph & 
Argus reach nearly every Bradford 
home. They are read by 94.2% of 
the families in the city. Furthermore, 
both papers enjoy wide readership in 
the popular districts well outside 
Bradford, especially north and west. 
The two Bradford papers offer adver- 
tisers virtually complete coverage of 
these prosperous communities. 


Che Dorkshire Observer 


(Morning 31,505 A.B.C.) 


Telegraph x Argus: 


(Evening 123,668 A.B.C.) 


HALL INGS, BRADFORD. 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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FOR 


North-West Yorkshire 


and fringing the Lancashire 
border. An Area UN- 
TOUCHED by any other 
local WEEKLY Newspaper 
—the 


(Skipton) 


CRAVEN HERALD 
& PIONEER 


circulates in over 80 Towns 
and Villages, covering a 
prosperous Agricultural Dis- 
trict — also pockets of 
Industry in Textiles and 
Engineering. 


>—> 
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A.B.C. Figures 
JULY—DEC, 1955 


17.907 


] 
Ask for our Break-down figures ! 
+ No Scheme aiming to Cover 


+} YORKSHIRE effectively 
} can afford to OMIT the 
t «Craven Herald & Pioneer. 
A trial is always worth while. 
| Head Office: Skipton, Yorks. + 
London Office: 53 Fleet St. E.C.4. 
7 Telephone : Fleet St. 4968 4 
++ +++ 44+ 4+ ++ +4 


The Wharfedale and 
Airedale Observer 


The Shipley Times 
and Express 


The klep Gasette 


These three papers cover the 
—- of towns and rural 

lying between Leeds, 
Bee ord, Harrogate and 
Bolton Abbey. 


Wm. Walker & Sons (Otley) Ltd 


VICTORIA WORKS, OTLEY 
London Office: 89 FLEET STREET, E.C.4 


Tariff rates on request 


Combined Circulation Over 25,000 


P HARVEY'S | 


ADVERTISING 
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YORKSHIRE 


A wide variety of 
media is used for 
wool in a 


W orld - wide 
ad campaign 


[HE reputation Yorkshire 
has for high quality wool 
textiles and the _ inherited 
craftsmanship involved in their 
production are so universally 
known that one might think 
that these facts alone were 
sufficient to ensure a ready and 
steady market. This, however, 
is taking too sanguine a view, 
for even the world’s best wool 
cloths from the world’s biggest 
producer — Yorkshire — face 
keen competition from many 
quarters. 

With this in mind, the Inter- 
national Wool Secretariat, with 
all its varied resources, has en- 
deavoured, directly or indirectly, 
since its establishment in 1937, 
to help Yorkshire manufac- 
turers in the scientific, techno- 
logical, trade and other spheres. 
Furthermore, it has done this 
without any financial support 
from the wool textiles industry 
or from any other United 
Kingdom source. 

It must be stressed, for this 
is not universally known, that 


The Pudsey 
and 


Stanningley 


The paper that covers the 
Textile and Engineering 
area midway between 
the cities of Leeds and 
Bradford. It is the only 
weekly Newspaper 
published in this area and 
for over eighty raipal 

has been the principal 


advertising medium. 
Head Office : 
Lowes i aeeese. == || 


Tel: ae 3050 


the secretariat is a Common- 
wealth non - profit making 
organisation, financed by direct 
statutory levies on sales made 
by the wool growers of Aus- 
tralia, New Zealand and South 

Africa. 

The only occasions when 
funds are received from manu- 
facturers, wholesalers and re- 
tailers in Britain is when there is 
a joint promotion campaign in 
which these sections of the indus- 
try participate. Such campaigns, 
however, are only one facet of 
IWS activities in the interests of 
wool. 


Range of media 


Wool textiles from Yorkshire 
are promoted through a variety 
of media, some of which are not 
always evident to those not 
directly affected. For instance, 
education in the history, manu- 
facture, characteristics and uses 
of wool begins at school, either 
through the use of secretariat 
books, booklets, charts and other 
display material, or through 
visits by lecturers employed for 
this purpose by the secretariat’s 
education department. The latter 
also has an extensive film library 
which meets numerous demands 
from schools (and many adult 
organisations) throughout the 
UK, either for film strips (usually 
used in connection with lectures), 
or for short and long sound 
films in both black and white and 
colour. 


Fundamental questions 


At a very young age, there- 
fore, children become conscious 
of the importance of wool and 
wool textiles production to 
Britain, and also learn the 
answers to such questions as : 
“Why does wool give warmth?” 
and “Why is woo! elastic?” 

This educational work is also 
extended to adults. There is the 
Wool Education Society, there 
are vacation courses for teachers 
and (through the secretariat’s 
trade promotion department) 
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Spring fashions in wool on show 
at the Savoy Hotel. Television 
brought millions to the show. 


TV prospect 


DVERTISERS must wait 
until October before they 
can reach the Yorkshire 
market through the medium 
of television. The Pennines 
gave the engineers a difficult 
problem when the commercial 
transmitters were being sited. 
Now, however, work has 
begun on 870 foot high Jagger 
Hill, Emley Moor, which is 
midway between Huddersfield 
and Barnsley. Engineers have 
described the site as techni- 
cally perfect. 

This transmitter is expected 
to cover an area with a popu- 
lation of 4.92 million. The 
area will extend to the north 
to Harrogate (about 30 miles), 
in the east to Hull (about 55 
miles) and in the south to 
Newark (about 50 miles). The 
whole of the densely popu- 
lated West Riding will be 
covered—taking in such im- 
portant centres as Bradford, 
Leeds, Halifax, Huddersfield, 
Sheffield, Doncaster and Ches- 
terfield. 

In many ways the Yorkshire 
service will simply be an ex- 

the Lancashire 


the same—Granada TV Net- 
work for the weekdays, and 
ABC TV for the weekends. 
Only in certain cases will an 
individual rate be introduced 
to cover commercials on the 
Yorkshire station. 
The ABC TV _ combined 
rate for the entire northern 
région will range from £995 
per minute in “A” time down 
to £65 in “G” time. Granada 
combined rate will be £1150 


few individual rates for York- 
shire have yet to be finally 
worked out. 
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The 


International Wool Secretariat 
on service to the 


wool industry of the world 


The I.W.S. Services cover every aspect of wool’s development. Special 
departments exist to encourage and develop trade by means of displays, 
sales aids, exhibitions, fashion parades, competition and sales training ; to 
undertake research into world markets; to lecture to schools and retail 
staffs ; to maintain technical data which will help towards the evolving of 
new wool fabrics and fashions ; to publicise the story of wool throughout the 
world and to supply authoritative information on any wool topic. With 
headquarters in London, the Secretariat has branches in Belgium, Canada, 
Denmark, France, Germany, Holland, India, Italy, Japan, Norway, 
Sweden, Switzerland and the United Kingdom. In the United States of 
America, the Secretariat, with the American Wool Council, has established 
a joint body the Wool Bureau, Inc. A list of 

publications will be sent on request. 


There is NO substitute for 


IRON Doncaster Chronicle 


The Popular South Yorkshire Weekly 


STEEL covers poncaster AND DISTRICT 


MEMBER A.B.C. 


AND ROTHERHAM Long known to shrewd space-buyers 
iS PROSPEROUS as a proven builder of sales in South 
The ‘‘ Rotherham Advertiser "’ Yorkshire for the product designed 
ete se snot whe to appeal to the family of average 
> De ee income. 
Be Ge (fe Wer THe 4 
\s igen . c Head Office: SCOT LANE, DONCASTER 
CIRCULATES IN THE HEART OF 


INDUSTRIAL YORKSHIRE a 


For full particulars write Advertisement Manoger London Office $ 171 , FLEET ST., E.C.4 
EFFINGHAM ST., ROTHERHAM Tel. FLE 9693 

London Office : 

231, STRAND, W.C.2. Tel: CITy 5906 
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YORKSHIRE 


World-wide news service 
to promote wool sales 


courses for shop assistants who 
sell fabrics, blankets, men’s, 
women’s and children’s clothing, 
knitwear, and carpets. 

These services, as with others 
to be mentioned, are common to 
all secretariat branches for, apart 
from its world headquarters and 
UK branch in London, the 
organisation has branches in 
Belgium, Canada, Denmark, 
France, Germany, Holland, India, 
Italy, Japan, Norway, Sweden and 
Switzerland. 


In addition, through 


its fellow organisation, the Wool 
Bureau Incorporated, it covers 
the United States through its 
offices in New York and Los 
Angeles. 

Wool textiles from Yorkshire 
are also spotlighted in national 
and international wool fashion 
shows for men’s, women’s and 
children’s wear and in exhibitions 
of wool fabrics. These are seen 
by visitors, are reported in the 
press, are televised, and are 
referred to in radio programmes 


Go to 


Sheldons. before 


you decide to try 
Poster Advertising 


ment. 


in any area Nationally or Locally. 
Their 116 years experience has given 
them the knowledge that is necessary 
to ensure successful response and 
their personal interest in every adver- 
tiser does so much to spare disappoint- 
Sheldons have been responsible 


for many successful 
Poster Campaigns. 


Tel 


WILLIAMS’S 
ADVERTISEMENT OFFICES 


One of the 
oldest Agencies 
in the Country — 
established in 1898. 


29, KIRKGATE, 


25755 


BRADFORD, 1. 


in various parts of the world. In 
addition, there is display and 
poster advertising, including the 
popular rhyme cards on London’s 
Underground system. 

Advertising is the work of the 
secretariat’s publicity department, 
which also joins with the trade 
promotion department in the 
arrangement of fashion shows and 
displays. Incidentally, an exam- 
ple of IWS display activity was 
last November’s Lord Mayor's 
Show in London. 

To these activities may be 
added the important work, in- 
cluding consumer surveys, carried 
out by the economics department 
—also, the strong link maintained 
between the science department 
and the Bradford Technical Col- 
lege, the textiles department of 
Leeds University and the Wool 
Industries Research Association. 


Twice a week, the UK’s 
national and provincial press 
receives the secretariat’s news 
bulletin. This covers all 
aspects of the wool industry, 
including Bradford wool 
market reports. 


All these activities, although 
they deal with wool throughout 
the world, do focus attention to a 
great extent on Yorkshire’s pro- 
ducts. This is natural, for York- 
shire is the biggest buyer of 
Australian wool and after all, 
Australia is the world’s biggest 
raw wool producer. 


Serving the world 


To all this work must be added 
the activities of IWS Features, a 
section of the secretariat which is 
run on press feature agency 
lines and is truly international in 
its scope. The features service in- 
cludes the writing and distribu- 
tion of illustrated articles and 
pictorial features on all aspects 
of the wool industry to the press 
in many parts of the world. 


Articles and other feature 
material can be commissioned 
by editors, and subjects fall 


roughly into the followime cate- 


A blowing machine at work. 
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gories: general, fashion, textile, 
scientific and economic aspects 
of wool. A point to bear in mind 
is that the secretariat is a non- 
profit making organisation and 
feature rights cannot be sold but 
are guaranteed. 


All these articles directly or 
indirectly draw the attention of 
readers to wool in a pure feature 
sense, and they are read in news- 
papers and magazines not only in 
countries where the secretariat is 
represented (for branches trans- 
late and distribute these features 
to the press locally) but in coun- 
tries such as Spain, Eire, Egypt 
and Greece, where there are no 
secretariat offices. 


The service also includes 
frequent issues of fashion news 
bulletins on British, French, 
Italian and German wool 
fashions. Backing this are fashion 
photo services from _ Britain, 
France, Italy, Germany, America, 
Canada, Eire, Spain and other 
countries. Popular, too, is a 
service of British and Continental 
knitting patterns. In this particu- 
lar section Yorkshire spinners are 
helped considerably. A McCall's 
“Make-it-yourself” pattern service 
is also available. 


Whatever efforts are made on 
their own behalf or by British 
organisations, the manufacturers 
of Yorkshire wool textiles have a 
valuable ally in the secretariat, 
which has a firm faith in its own 
universally-known slogan: “There 
is no substitute for wool.” 


COVER MAP 


The map appearing on the 
front cover of this survey is an 
extract from the “Geo- 
graphia” map, but modified to 
print in two colours instead of 
four, as published. The price 
of the map mounted on board 
with film laminated drawing 
surface is £6 11s. 6d., includ- 
ing the complementary 
“Marketing Areas Handbook.” 


i me 


Widely used in finishing wool cloths, 


the effect is to produce a lustre on the cloth and take away creases. 
This photograph was taken at Leeds University. 
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We know lots—and frankly—we like 


working with them because they know = : == 22 al WERE FORGING 


what they’re after. Aslongasit’s SALES }iij 
and more SALES we shall see eye to eye ji] 


il i 
and work very successfully together ! Ht! i ; i AH EAD | 
| ) ‘ul 


We'd like the chance to do so with you! | 


hi 
NEVIN D. HIRST (ADVERTISING) LTD., | 
ond “6, “bury ‘Street London, 3.01 —_———V-._—<———— Progressive development in the 
Telephones: Leeds 30641 and SLOane 0787 —— —— 


post-war years now enables us to 


offer our clients a comprehensive 


RISING NET SALES service and coverage in South 
§OUTH YORKSHIRE 4 Yorkshire, North Derbyshire, North 


Nottinghamshire, and North Lincoln- 
TIMES |e 


Enquiries addressed to our Head Office 


Sestes off Mu Witaen, will receive prompt and _ courteous 


attention. 


_ NET SALES FOR LAST THREE YEARS 


Total Sales Weekly Average 


1953 2,413,388 4,411 

a SHEFFIELD SCUNTHORPE WORKSOP 
1955 2,576,000 48,604 ROTHERHAM BRIGG CHESTERFIELD 
hare: MEXBOROUGH THORNE ALFRETON 


Certified by Audit Bureau of Circulations 
PENISTONE HATFIELD MATLOCK 


These family weekly newspapers blished in 1877 provide the most 
direct approach to a rich market embracing the principal towns and villages 


ee ee ee SHEFFIELD POSTER ADVERTISING 
SALES STILL RISING CO. LTD 


Head Office: London Office: 


Mexborough, Yorks H. R. Tadgell, 
Phone: 134, Fleet Street, 


Mexborough 2291 E.C.4. | 18 Pinfold Street, Sheffield 


Phone: FLE 3913 
PHONE : 26247. GRAMS: “ POSTERS” SHEFFIELD 
OA/3402 
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*M onotype Ashley $ crip t $ erties | The advent of commercial television 


ASHLEY SCRIPT 


574 is now available in 14, 78, 


ASHLEY SCRIPT 


24 and 36 point. Printers can 


ASHLEY SCRIPT 


hire display matrices from our 


ASHLEY SCRIPT 


Display Matrix Lending Library 


* Registered Trade Mark of The Monotype Corporation Limited, Salfords, Redhill, Surrey 


SYNONYMOUS WITH 
REAL SE RVICE | 


Regina Studies 


QUALITY 
SILK SCREEN PRINTERS 
IN ADVERTISING 


66 WALDECK ROAD, 
LONDON, W.4 
Chiswick 3359, 1789 & 6718 


Most of the te0ll, 
goorl ENLARGEMENTS 
Ane made ty 


AUTOTYPE 


AUTOTYPE COMPANY LTD.., 
Brownlow Rd., London, W.13. Ealing 269! 


HENDON 
BILLPOSTING 
COMPANY 


: 
37 SPRING STREET W.2. 


has given copywriters something 


new to think about—jingles 


Do’s and don’ts about 


selling by singing 


By A SPECIAL CORRESPONDENT 


Tue ways of wooing a 

woman ? Primitively, 
knock her senseless; subtly, 
serenade her. 

Likewise in your commercial 
television spot, you can set out 
to stun and keep on stunning 
her. We are often told that this 
is the proven United States tech- 
nique, but there is little evidence 
of US-rooted British advertisers 
importing—or dubbing into 
English — their US-produced 
commercials. 

Or you can seek to appeal 
emotionally in the hope of 
“sending” the housewife to the 
shops with your song in her 
heart. 

American television executives 
over here, even after some 10 
years’ experience of commercial 
television—still seem neither 
unanimous in their assessments 
of the relative impacts of 
jingles, singing commercials and 
spoken messages, nor agreed 
about any formula for mixing 
them. 


Long-term influence 


A quite general belief is that 
the visual accounts for some 75 
per cent of the immediate impact 
of the message. Yet past successes 
of selling by singing through the 
Radio Luxembourg medium 
suggest that the real significance 
of the remaining 25 per cent lies 
in its long-term effectiveness, 
which is dependent upon the de- 
gree of memorability obtained. 

A logical approach must be 
sought each time an answer is 
required to the question “Shall I 
sell by singing?” ‘It might, there- 
fore, be helpful to maintain the 
following suggested working 
definitions and divisions. 

Jingles are the copywriters’ few 
clever words set to music as best 
as can be. Often they are re 
stricted in time to some three 
seconds and, accordingly, have 
little musical form. 

The words were excellently 
written for print and the client 
will usually allow no change. 
Often they are, therefore, techni- 


cally unsingable and cause severe 
suffering to musical ears. More- 
over, they have a tendency to 
sound all alike and be emotion- 
ally immature or empty. Ad- 
visedly, they are played loud to 
hide defects and to attempt some 
“stunning” impact. 


Choosing the words 


Yet a really clever gimmick in 
the orchestration can make a 
jingle extraordinarily effective. 
Copywriters, when jingles are a 
must, should take care to realise 
what are and what are not sing- 
able words. They divide into: 


@ Telling twists (“It's 
Wackoo-WASHO is” sort of 
thing). 

@ Repeaters (“Extra - good, 


extra-special . . . EXTRAFOAM’’). 
@ Musical slogans (“Up.Liri 
never lets you down’). 

It is the musical slogans which 
may have the most worthwhile 
possibilities. The test will be to 
determine whether and to what 
degree a musical for a new pro- 
duct slogan can compete for 
memorability with a slogan like 
“Sharp's the word for toffee,” 
which has been effectively press- 
advertised for some 30 years. 

Singing commercials are 
essentially melodic works and, 
unlike jingles, they should be 
strong enough to impart the sales 
messages without spoken com- 
mercials. They divide into : 

@ Visual descriptive 


@ Trade mark, etc. (singing 
animation) 

@ Signature or “national 
anthem” (for a long-term 


branded product or a brand 
range of products). 

There is a growing realisation 
that memorability is not enough 
—and competent singing com- 
mercials can provide that “some- 
thing plus.” They are melodies 
(which linger on) and should 
have the quality of accumulative 
pleasure so that further strength 
is added to the message-appeal 
by each subsequent presentation. 

Herein lies the value of the 
emotional approach. The “stun- 


@ Continued on page 55 
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Wanted—melody men to 


strike a new ad note 


ning” (or irritating) approach 
while effective (but surely never 
for maximum sales) lacks this 
accumulative characteristic and is, 
therefore, perhaps most suitable 
for very short-term commercials. 
A considerable point is that, 
with the entry of your commer- 
cial, you are in show business 
whether you like it or not. 
Repeats of a really irritating 
commercial can induce twitching 
fingers to turn to an alternative 
programme. A further point is 
that the pleasure-inducing melody 
of a good singing commercial 
permits “hard selling” rather than 
the “interest-arousing’ approach 
where the presentation of the pro- 
duct is delayed until the last few 
picture frames. 


Choice of six 


The advertising man has the 
choice, therefore, of Six 
approaches to the selling of the 
product by singing. But while 
there are plenty of opportunities 
there are few really competent 
melody composer-orchestrators 
available to strike a new note and 
make music just for you. Perhaps 
that explains why the presentation 
of jingles rather than singing 


commercials is so much the 
vogue. 

Once the choice has been made, 
however, what is the approach 


to production ? 


Methods of approach 


The lyrics and music of singing 
commercials must be developed 
side by side and, preferably, at the 
pre-storyboard stage. (You can 
get the copywriter who hums 
nursery rhyme tunes to write a 
jingle but don’t if you’ve chosen 
a singing commercial). Alterna- 
tively, the advertising agency can 
farm it out to a musical agency 
which will consult its books and 
select a composer and a lyric 
writer—but how much farther can 
you get from the source ? 

Or you can go to a specialised 
firm. 

With dummy run _lyric-and- 
melody-line recorded on wax by 
piano and voice you can conduct 
market research for memorability 
and in the case of singing com- 
mercials, accumulative effect. The 
snag is that you will not obtain 
such high values as with the final 
sound print because the record 
lacks the art of the orchestrator, 
the artistes, the musicians and 
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al & 


ECORDING the sound picture at Birmingham Commercial Films 


Lid. 


sound recording, 


This firm offers full production facilities for all kinds of 
including mobile, and have recently secured a 


contract with ATV in the Midlands to provide a local news service 


there. 


(most important) the effect of any 
“ gimmick.” 

Then comes the choice of 
vocalist(s) to be booked either 
directly or through the services of 
a licensed theatrical agency con- 
tracted to the advertising agency, 
or agents generally. Using rela- 
tively unknown voices (with good 
diction) there is no danger of the 
melody being associated with the 


This service starts next Monday. 


name of the vocalist more than 
with the product. Moreover, a 
well-known vocalist may become 
associated with many competing 
products. 

Perhaps it is not asking too 
much of really good melodic sing- 
ing commercials in the future that 
they shall be sung not only by 
children but on the march and 
in the factory. 


Motivation research 


number 
Guest editor 


Graeme Cranch 


Cut out and post today 


No 6 now out 


Marghanita Laski Advertising—a part of our lives 


Harry Henry How does imotivation research work ? 


Colin McIver How motivation research fits into the agency operation 


Please enter my subscription 


for the next four issues to 


Advertising Review 
at £1 post free. 
(Single copy 5/6) 


Name 
Firm 


Address 


Cheque| P.O. enclosed. 


Signature 


varter| 


David Ogilvy The image and the brand 
René Elvin The Daily Mail 

Paul Reilly The Design Centre 
*Technicus’ Technical advertising in Europe 


Pictorial review of lan Bradbery and Hans Namuth, famous 


New York photographer. Bowater Advertising. Robertson & Scott, 


Edinburgh, founded 1819, Britain’s second oldest agency. 


International advertising : Brazil. 


Advertising Review QuARTERLY 
New Address: 42 Russell Square, London W.C.1. Langham 8197 
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MEMO TO MANUFACTURERS : 


RE: (a) Introducing your NEW product 
(b) Increasing distribution of your existing lines 


(c) Countering apathy on (a) and (4) 


We offer our very successful Retail PIONEER SALES 
SERVICE 


The exclusive services of Pioneer Sales Teams are avail- 
able in all main cities and industrial areas. Selected areas 
are fully covered by mobile teams working to a concentrated 
system of map squaring and all Pioneer Sales operations are 
carried out in closest association with the client’s own Sales 
Executives. The Pioneer Sales Service includes, where 
required, delivery of goods by our own delivery fleet, and 
storage facilities in our main depots are provided without 
charge. 


The effectiveness of our previous campaigns for many 
well-known Manufacturers is reflected in the increasing 
volume of their REPEAT business with us. 


Estimates and Preparatory Schemes submitted without 
obligation 


PIONEER SALES & SERVICES LTD 
16a SHERINGHAM ROAD, LONDON, N.7 


Telephone Number : NORth 5094 


COLYER & SOUTHEY LTD 


17-18 TOOKS COURT. CURSITOR ST £.C.4 PHONE: HOLBORN 6245-6 


R. P. GOSSOP LTD. 
e Artists’ Agents « 
36, CARTER LANE, E.C.4 | 
CENTRAL 6950 


| Enquiries 
to: 


YOUNG & FOGG RUBBER CO. LTD 
Wimbledon, $.W.19. LIB 6281 (6 lines) 


May 4, 1956 


Hol Aan 
BOOKSHELF ijt, 


Advice to the small man 


on advertising policy 


How to Run a Small Business,”’ by 
J. K. Lasser, published by McGraw-Hill 
Co. Inc., price $4.95 


UCCESSFUL business 

management to-day calls 
for a working knowledge of 
many branches of commercial 
practice including finance, law, 
accountancy and _ insurance 
Although the small business- 
man may not need to be an 
expert in all of these fields, 
he must have a_ sufficient 
understanding of the subjects 
to enable him to deal with any 
problems presented. 

This book is an indispensable 
and reliable guide to the profit- 
able operation of retail stores, 
small factories and commercial 
businesses. A second edition, it 
has been revised by Sydney 
Prerau, director of the J. K. 
Lasser Tax Institute, to bring it 
up-to-date, especially with regard 
to new aspects of United States 
tax laws, and includes a useful 
supplement on tax-saving ideas 
for the small businessman. 


Big business experience 


How to keep a business going 
and make it grow in profit is 
explained in this book which has 
been planned to give practical 
information in a concise and clear 
way ; it incorporates the keys to 
success used by big business but 
especially shaped to apply to 
small concerns. For easy refer- 
ence much of this information is 
given in list form. 

A wide range of commercial 
practice is covered which includes 
suggested methods on how to 
finance a business, build up sales, 
plan an insurance programme, 
draw up a good plant and tax 
management system, develop 
ideas for cutting office costs to 
a minimum and establish an 
efficient accounting system. 

The author deals with the 
question of advertising at some 
length, and outlines the advant- 
ages to be gained by a planned 
campaign Numerous sugges- 
tions are made for marketing and 
packaging a new product, sales 
promotion and procedure for 
building up a sound mailing list. 

On the subject of packaging, 
the importance of close labelling 
is urged : 

“Include all the information 
required by law. Make it helpful 


to sales people by providing easy 
identification and furnishing 
selling data. Give the complete 
information for the buyer to 
minimise returns and complaints. 
Use accurate, easily legible state- 
ments of contents and condensed 
how-to-use instructions. Tie up 
with the product’s advertising 
through trade-mark, brand name, 
company name, colour scheme 
and slogan.” 


“Consistent advertising brings 
best results,” it is maintained, 
and for that reason the «mer- 
chant would do well to “spread 
his advertising over the entire 
year, instead of devoting his 
full appropriation to a few 
expensive advertisements for 
special occasions. 

“Advertising gains in effec- 
tiveness when used frequently 
and on a regular schedule. 
Small advertisements appearing 
at regular intervals generally 
are more productive for the 
merchant than occasional large 
ones.” 

While skilful advertising can 
bring increased sales, there is 
also a need for it to “attract 
attention, arouse and maintain 
interest, create desire, and induce 
action.” In that way advertising 
would do more than an imme- 
diate selling job in a store and 
collectively build up public re- 
cognition, confidence and good- 
will. 

The businessman is advised, 
however, to engage an agency to 
handle his advertising because 
“they are intensive students of 
retailers’ problems, and they will 
be of enormous aid in cost 
cutting.” The author stresses the 
wisdom of fixing an annual 
appropriation. 


All about travel 


Directory of Travel Agents, published 
by Pullman Press Ltd., price 3s. 6d 

Tuis 1S the second edition of 
this publication and gives par- 
ticulars of travel offices in more 
than 300 towns covering Eng- 
land, Scotland, Wales, Northern 
Ireland, the Channel Islands and 
the Isle of Man. 

As compared to last year’s edi- 
tion, the information on indivi- 
dual travel offices has been 
increased, and now includes de- 
tails of air and rail licences. 
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standard of living. 


Their lifeline - your exports 
A valuable market within your grasp 
Vital foodstuffs, clothing and those little extra luxuries are 


important to the Dutch. Holland spends £ 94 million a year 
on trade with the U.K. to provide her families with a high 


store ams 


Sole Agents: 

OVERSEAS PUBLICITY & 
SERVICE AGENCY LTD., 
29, Oxford Street, W.! 
Phone: GER 0737/8 


Het Vrije Volk’s readers are families, 52 °/e with children 
under 16. Increase your sales in Holland through the family 
readership of Holland's largest national daily 


Het Vrije Volk 


Net Circ. :- 
282,201 Subscribers 


The 


**FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


ULSTER’S 
leading farming pub- 
lication for effective 
coverage of the farm- 
ing community of 
Ulster. 

A.B.C. figures 
July to Dec. 1955 


28,031 


Belfast Office : 
18 Donegall Square, East. Tel. Belfast 24397 


London Office : 
69 Fleet Street, E.C.4. Tel. FlEet St. 5453 


-enmean OF THe 
avoryr BUREAU 
Of CIMCULATIONS 


14, Dover Street, London, W.1. Mayfair 8615 


SUDAN 
NEWSPAPERS 
New rates have just recently 


been notified to us for the 
following Sudan newspapers:- 


AL RAI AL AMM 
AL AYAM 
SUDAN 
MORNING NEWS 


Firms interested should ask 
us for full information. 


Sole Agent: 
GEORGE YOUNG 


Overseas Publicity & 


Service Agency Ltd.. 
29, Oxford Street, W.1. 
GERrard 0737 
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More than 560 entries flowed in 


May 4, 1956 


when a newspaper sponsored a— 


Competition to select 


the best five ads 


| HE best advertisement in 
each of five categories and 
appearing in 1955 have re- 
cently been chosen by the 
newspaper, Het Vrije Volk, in 

| co-operation with the Dutch 
| Advertisers’ Association and 


| the Society of Advertising 
| Agencies. 

Advertisers and advertising 
agencies had been asked to 


70803 O 
' HOLLAND 


| submit advertisements in black 
| and white. There were nine 
| judges. 

| The five categories involved 
| were: 

® Food and drinks, confec- 


@ Clothing, footwear, furni- 
ture, department stores. 

@Consumer goods cos- 
metics, perfumes. 

® Consumer durables—radio 
sets, refrigerators, television, 
transport, tyres, petrol. 
advertising, 
banks, insurance, travel ser 


vices. 


There were 563 advertisements 


Volmackte rust... 
op Luchtweg Amber 7 


Portret van een beginnends hulivrouw 


The Prad advertising agency of 
Amsterdam produced a winner 
with this advertisement. 


submitted by 25 agencies and 147 
advertisers and the judges limited 
their judgment to the following 
@ Continued on page 59 


fom 
o- 


Reis op Uw gemak per KLM! 


One of the five winning advertisements in the recent Dutch competi- 
tion. The agency responsible for this KLM item was Smit's Advies- 


en Servicebureau N.V., 


Amsterdam. 
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First-ever design show 


for US engineering 


[THE first Design Engineer- 

ing Show, a new departure 
in industrial expositions, will 
be held in Philadelphia, May 
14 to 17. It will be the first 
event to Le devoted exclusively 
to the needs of engineers who 
design products for consumer 
and industrial use. 

On exhibition will be all types 
of original equipment which go 
into the manufacture of a finished 
product, and on the stands will be 
parts, components, finishes and 
basic materials, as well as testing 
machines, x-ray machines and 
other equipment with specific 
design engineering applications. 
Managing the event—which will 
be annual—is Clapp & Poliak 
Inc., of New York. 

A complete view will be pro- 
vided of developments in the 
design engineering function of 
industry, and to supplement 
exhibits a conference will be 
conducted at which papers will 
consider various applications of 


design engineering theory ana 
practice. 

The show is an outgrowth of 
another exposition, previously 


held in New York and Chicago, 
called the Basic Materials Exposi- 
tion. The decision to broaden 
the base of the show beyond 
materials was made in response 
to continued requests from 
visitors who emphasised that their 


work required them to seek tech- 
nical information about com- 
ponents, mechanisms, finishes and 
related items essential to the 
design and development of a 
product. 


Although all industries are 
confronted with design engineer- 
ing problems, it is believed that 
73 industries will have primary 
interest in the exhibits and con- 
ference. 


Massive 
research investment 


“Industry is giving design en- 
gineers an abundance of new 
tools to work with as a result 
of record investments in basic 
research,” recently said Saul 
Poliak, producer of the show. 
“Between 1949 and 1953, as 
many dollars were poured into 
basic industrial research as in 
the preceding 172 years of 
America’s history: $16,000 mil- 
lion. In 1954 this investment 
reached an annual rate of $4,000 
million, and is expected to climb 
to $13,000 million annually by 
1965. The Design Engineering 
Show is born, therefore, at a 
time when design engineers have 
more new tools to work with 
than ever before, and an urgent 
need for a show that will bring 
these new developments together 
in one place.” 


FOCUS ON HOLLAND —continued 


points: power of attraction, 
layout, make-up, text, illustration, 
appeal and idea. No effort was 
made to assess the sales pull of 
any advertisement. 

During the judging, which took 
two whole days, the following 
methods were employed: 

All the advertisements were 
judged on the above points and 
each member of the jury could 
give up to 10 marks on each 
point. 

If any advertisement was sub- 
mitted by an advertiser or an 
agency with which a member of 
the jury was associated, that 
member was not allowed to award 
marks for that entry. 

The marks for the six points 
were then added and divided by 
five to obtain the average. 

The five advertisements with 
the largest average were then 
again judged by the jury, who at 
that stage voted once for each 
advertisement. 

After calculation of the aver- 
age the jury announced an exact 
placing. 

In some cases the jury openly 
discussed entries before determin- 
ing an exact classification. 

Winners of the first and second 
prizes received a gold or silver 


This 

X-100 motor oil gained an award 

for the Van Maanen agency in 
Amsterdam. 


advertisement Shell 


for 


“crowing cock,” the symbol of 
De Arbeiderspers (publishers of 
Het Vrije Volk). The runners-up 
received an honorary mention. 


ADVERTISER’S WEEKLY 


For widespread coverage 
of the Dutch market and 
predominating readership 
in the Amsterdam area 


HET PAR@L 


Holland’s leading independent national daily 


Subscribers: 


AMSTERDAM - - 90,000 
REST OF HOLLAND - 50,000 
140,000 


London Office : 
FRANK L. CRANE, 69 Fleet Street, E.C.4 
FLEet Street 2811 


IF YOU 
possess or 
require the 


HOT PROCESS 
FOIL STAMPING 
EQUIPMENTS 


for supplies 
contact: 


HILL BROTHERS 
(SERVICE) LIMITED 


ACTON WORKS 
BEACONSFIELD ROAD 


LONDON, W.4 
TEL: CHI. 2235-2236 
e 
OUR PRICES ARE LOWER 
* 


OUR QUALITY THE BEST 


* 
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of Bath 


. . is that it represents an | 


accurate cross-section of the 
British market. 

Business, Professional, 
Leisured, Industrial and Agri- 
cultural classes are all included 
in the city and adjacent country 
areas. When you consider that 
you can secure blanket coverage 
of this cross-section (14 copies 
for every house in the city)—as 
well as a big circulation in West 
Wilts, and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and Keyn- 
sham) by using ONE paper—the 
‘Bath Chronicle, at a cost of 
only 10/- per s.c.i., the beauty of 
Bath as a test area becomes 
apparent. 

When you remember that this 
very area is one of the most 
prosperous in Britain, the wis- 
dom of including the Bath 
Chronicle in any schedule in- 
tended to cover the West is not 
just “ apparent ’’—it sticks out 
a mile. 


You can’t cover the West 
properly without the 


? Bath & WILTS 
Chronicle & HERALD ' 


estascisnes 1768 
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Legal Queries Answered 


What is a fair rate for poster contractors 


under the new Valuation Lists? 


New rating assessments— 


how the poster men stand 


By OUR LEGAL CORRESPONDENT 


A NUMBER of poster con- 

tractors, now in the throes 
of examining their new assess- 
ments as revealed by _ the 
Valuation Lists have asked for 
guidance as to what is con- 
sidered a fair assessment. In 
some cases the contractors 
have received a_ considerable 
shock, the new assessment 
being as much as four times 
greater than the old. 


Apparently such _ substantial 
increases are rare, but there are 
quite a number in which the 
assessment has been doubled and 
almost all contractors are now 
considering to what extent they 
should take action. First of all, 
however, they desire to know if 
there is any sort of measurement 
they can use which will guide 
them when attempting to decide 
what further action should be 
taken. 


Basis of decision 


The assessment of “property” 
for rating basis is an extremely 
difficult subject, from one point 
of view, but quite simple from 
another. In general, it is true to 
say that historically, the basis of 
assessing advertising stations has 
been on the “rent passing,” that 
is, if a contractor is of the opinion 
that a particular advertising site 
is worth £10 a year and pays such 
a rent, then it is fair to assume 
that £10 a year is its value. 

It is reasonable to assume also 
that the owner of the site 
believes it to be worth £10 a 
year, otherwise he would have 
been constrained to press for £12 


| or £15 a year, or even a higher 
| figure. 


* Not to mention the three weeklies which 


reach the prosperous West Countryman at 
week-ends when he has the time to read 
pe a GUARDIAN, WILT- 
SHIRE NEWS BATH WEEKLY 
CHRONICLE. Get Ful details gh S. H. 
Roberts, 134 Fleet Street, E.C.4, 
Arnold Ellis, Cromford House, Market 
Street, Manchester 4, or Head Office, 33 
Westgate Street, Bath. 


This point of view is so gener- 
ally accepted by valuation officers 
that in the normal case (which is 
probably true of 95 per cent of 
the cases) they have accepted, 
and will continue to accept, the 
rent passing as the proper 
valuation and enter it up in the 
Valuation List accordingly. 
From this point of view the 


problem is seen to be remarkably 
simple. 

But there are a number of 
instances in which the rent 
passing will not be accepted, 
and there is nothing in law 
which can compel a valuation 
officer to accept it. It is a con- 
venient measurement, but at 
times it does not work. 


Reason for payment 

Take, for instance, the cases 
of a site for which an abnormally 
high rent is being paid, probably 
running into hundreds of pounds 
a year and in some cases, possi- 
bly, thousands. The high rent in 
such a case may be far from the 
true value. The contractor may 
have agreed to pay the high figure 
for a variety of reasons—such as 
to prevent it from falling into 
the hands of a competitor. 

Valuation officers in many in- 
stances have agreed to fix assess- 
ments at lower figures than the 
rent passing, and where assess- 
ments higher than the rent- 
passing exist, no time should be 
lost in making representations to 
the valuation officer in the area 
in which the advertising site is 
situated. 

The valuation officer is entitled 
to take other matters besides rent 
into consideration and where he 
considers that the rent paid by 
the contractor is not a true reflec- 
tion of its value, then he can 
assess it on a higher basis. 

Where he does this, he ought 
to be made to justify his assess- 
ment. 


Like with like 


He may say that he has based 
this particular assessment to 
“match up” with assessments of 
similar advertisements in the 
immediate neighbourhood, but if 
is important to make him prove 
that he has been comparing like 
with like. It is not acceptable, 
for instance, to compare a 16- 
sheet with a 32-sheet. 

In a case before the Lands 
Tribunal a few years ago it was 
found that all the larger sites 
were assessed much above their 


Our Legal Correspondent, 
a barrister who specialises 
in advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned, 

Neither the Editor nor 
our legal correspondent can 
accept any liability for the 
opinions expressed. 


true value and actually in excess 
of the total net earning capacity 
of the sites themselves. In 
evidence, it was provéd that a 
large site was proportionately 
worth less to the advertising con 
tractor than the smaller ones 
but the Inland Revenue valuer 
had fallen into the error of 
multiplying the price of a 16-sheet 
unit hoarding to arrive at the 
value of a site. 


Varied characteristics 


The Lands Tribunal were of 
the opinion that the rent which 
might reasonably be obtained 
depended to a great extent upon 
the characteristics of a particular 
Station, its situation as regards 
traffic and shopping areas and the 
degree of visibility. These were 
better guides than the degree of 
visibility afforded or the number 
of sheets displayed. 

The answer, therefore, to the 
question “What is a fair basis for 
an assessment?” is in two parts: 

@ In nearly all cases the rent 
passing is a fair basis and will 
be accepted by the valuation 
officer. 

@ Where the valuation officer 
is of the opinion that the rent 
passing does not constitute a 
fair basis, he is entitled to take 
other factors into consideration. 
But the “other factors,” it 

should be stressed, must be 
strictly relevant and if the officer 
is going to compare one site with 
another, the two must be strictly 
comparable. 
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Yowins the same attention 


_ any time on f\ B C 


Know yourABC... 


DVERTISERS whether their appropriation is large 
A or small, can buy the same selling-power to the £1 in 
any time-segment of ABC’s balanced rate structure. 

This realistic 7-grade schedule, gives entirely new scope to all 


advertisers and makes commercial television an effective medium 
for even the modest budget. 


TIME 
CLASSIFICATION 


A ie Be. of Midland and Northern families, relaxed 


and off duty, the advertiser's vast ABC audience is in 


the perfect mood to absorb his message. Friends and 


relations join the circle round the set; happy families these, 


enjoying ABC Television, watching your product—and later, 
buying it. 


LEAR sound and vision, and bright, entertaining 
e& programmes like Robin Hood, Sunday Night at the 
Palladium, Hometown Saturday Night, I Love Lucy, 
Wild Bill Hickok, Fury, and many other audience-winners, 


are drawing more and more viewers to ABC Television every 
weekend. 


Everybody’s home at the weekend watching ABC Television 


BIRMINGHAM 
More information from: LONDON c/o ABC Television Theatre, Aston, Birmingham 
George A. Cooper, Advertisement Controller Telephone: Aston Cross 3091 Ext. 9 
ABC Television Ltd., Pathe House, 135 Oxford St., W.1. 
Telephone: GERrard 7808 MANCHESTER 
ABC Television Studios, Didsbury, Manchester 
Telephone: Didsbury 2464 


Programme Contractors for Midlands and Northern Stations SATURDAYS & SUNDAYS 


| MAY 4, 
S Zi . 
3 wt \ 
Pw” YQ 

\ ov 

9 ex 
— : 

<3 . buys Q 

Se 74 . 

Y \ 6 time 

en 
| 2170 | 2260 | 2105 |. | 
e | ens | ems | s70 |i 
_& £25 £40 £15 : 
buys 
52 
15-second spots 
in | ee 
G time ) ABC 
ES = (reirvision) 
ee 
4 ee ey et ee ae ie 4 ; (or 


ADVERTISER'S WEEKLY May 4, 1956 


THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT 
Protection and Mr. Parks 


AGENCY: Charles F. Higham 


ART DIRECTION: Norman Wilson 


P ae LA A ee BON Lae 
ADVERTISER: The Noble Lowndes Pension Service One Kg at -- 
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Council course 
on production 
in London 


A fortnight’s course on “Pub- 
lishing and Book Production,” 
arranged by the British Council 


opened on Monday. Some 35 
foreign members arrived from 
Austria, Denmark, Finland, 
France, Germany, India, Iran, 
the Netherlands, Norway, Pakis- 
tan, Portugal, Sweden, the 
Sudan, Switzerland and Yugo- 


slavia. 

The course is similar to those 
held in 1952 and 1954, and is for 
»verseas members of the trade, 
or people associated with it, who 
ire seeking new ideas and 
nethods. Course director is John 
Hampden, deputy controller of 
the British Council's arts and 
science division. 

The course was opened with 
an introductory talk at the 
British Council headquarters, 65, 
Davies Street, London, W.1, by 
J. D. Newth, a past president of 
the Publishers’ Association and a 
director of Adam and Charles 
Black Ltd. Chairman is Sir 
Stanley Unwin, vice-president of 
the International Publishers’ 
Association and chairman of 
Allen & Unwin, Ltd., and John 
Lane, the Bodley Head. 


On Wednesday the film 
“Modern Linotype” was shown 
in the British Council film 
theatre. Walter Tracy, manager 


of the typographical department 
of Linotype and Machinery Ltd. 
spoke on “New Linotype Type- 
faces,” and John Shepherd, Lino 
type publicity manager, spoke 
on the Linofilm Composing 
Machine 

Yesterday (Thursday) was 
Monotype day. A talk on “The 
Economics of Book Production.” 
by Philip Unwin. was followed 
by a visit to the head office and 
works of the Monotype Corpora- 
tion, Ltd, at the Salfords, 
Redhill, Surrey. 


Screen printers 


Paul W. Sprinzel, president of 
the European Chapter of the 
Screen Process Printing Associa- 
tion International stressed the im- 
portance of technical information, 
research and instruction, price 
standards and co-operation among 
European screen printers in 
London recently when _ the 
Chapter received its charter from 
the United States. 

On behalf of the international 
president Ralph Karsten, Chicago. 
John E. Mellor, second secretary 
of the US Embassy in London, 
presented the charter. 

He told the meeting: “What 
you are doing in forming a 
European Chapter of your asso- 
ciation, is what we in America 


like to call a ‘grass roots move- 
ment’; that is, something ultim- 
ately important and far-reaching, 
that springs up at the local level 
on private initiative, through the 
ordinary 


voluntary work of 
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THE GRAPHIC ARIS 


—a weekly 


This heading is 
Stygian Black, 
Ludlow face cut in 1929. It 
represents a form of design 
popular in the 1930s, but is 
little used to-day. 


set in 18-pt. 
which is a 


mews survey 


It is a mixture of heavy sans 
serif and a fat face. Ascenders 
and the feet of the lower case 
“p” and “q” are cut off ob- 
liquely. There is an_ italic 
which has swash capitals. 


Some complex production problems 
were solved in producing this 
Mackeson poster, say agents 
J. Walter Thompson Co., Ltd. 
The whole of the pictorial matter 
has been produced from life by 
the use of full-colour -photo- 
graphic transparencies and photo- 
litho. 

“Colour reproductions of this kind 
have seldom been used by adver- 
tisers,” say JWT. “Generally 
photo-litho reproductions have 
been in black only; and, where 
full colour has been used, it has 
covered comparatively small areas. 

‘But recently the photographic 
manufacturers have developed a 
more stable film and an emulsion 
which reproduces a clearer dot on 
projection. And these two im- 
provements, when used with the 
latest type of photographic equip- 
ment, are of major importance in 
allowing the photo-lithographer 
to get perfect register in the for- 
mation of the dot mosaics.” 

The posters are being produced in 
16-, 32- and 48-sheet sizes, and 

hand, the central 


the human 


receive charter 


citizens having a common, con- 
structive objective.” 

President Karsten sent a tele- 
gram in which he wished the new 
Chapter progress and prosperity 
for the craft in general and mem- 
bers in particular. Sixteen coun- 
tries were represented at the 
Charter night. 


Less profit, but 
same dividends 


Argus Press Holdings is main- 

taining 20 per cent on £250,000 
Ordinary capital for 1955 with an 
unchanged final dividend of 124 
per cent. Group profits, before 
tax and subject to audit, are lower 
at £200,823, compared with 
£225,652. 
_ The Argus Press is repeating its 
final at 214 per cent, making 29 
per cent for 1955, as before, on 
the £250,000 Ordinary, all owned 
by the Holdings company. 


the advertisement, is 


feature of 
enlarged to such an extent on all 
poster sizes that lithographic pro- 
cesses have brought out a high 
degree of detail. 


The enlargement for the \6-sheet 
means that the subject matter of 
the design occupied all four print- 
ing sheets. In the 32- and 48-sheet 
posters the enlarged hand and 
glass occupy six and eight com- 
plete sheets respectively. 

The 16- and 32-sheet posters have 
been printed by Johnson, Riddle 
& Co., Ltd., and the 48-sheet by 
the Haycock Press. 


School celebrates 


new building 


The Principal. P. H. C. Humby. 
and staff of the Monotype Cor- 
poration’s Tuition School for 
keyboard and caster operatives 
will be the hosts at an informa! 
reception held to mark the open- 
ing of the School's new perman- 
ent quarters at 19 Cursitor Street 
next Thursday—the 15th anniver- 
sary of the night on which an 
incendiary bomb destroyed the 
original School in Dean Street. 


The Monotype Corporation is 
anxious to hear from any former 
student of the School wishing to 
visit these new premises under 
personal guidance, either on the 
day of the opening or later. 


Invitations have been extended 
to a number of personages in the 
printing and allied trades, and the 
publishing and advertising world, 
whose technical education has 
included a course at the Mono- 
type School. 


The record of former students 
was destroyed in the fire, and is 
being reconstructed from the per- 
sonal recollections of the former 
and present heads and instructors 
of the School; hence, says 
the Corporation, correspondence 
from former students will be 
warmly welcomed. 


ADVERTISER'S WEEKLY 


@ Continued from page 5 


BLOCKS UP 
7 PER CENT 


ing the upward trend of other 
goods and services. We are sure 
they will appreciate that it is 
economically impossible for pro- 
cess houses to bear any further 
burden as, during the past five 
years, they have absorbed sub- 
stantial increases in the price of 
materials and overhead charges. 

“Our accountants have certified 
that the price increase now 
announced is the amount by 
which our members’ production 
wages will rise following the new 
agreement. 

“Accordingly, all photo-engrav- 
ing orders received on and after 
May 7 (Monday) will be charged 
on the basis of existing price lists 
with the present 8 per cent sur- 
charge becoming 15 per cent.” 

The agreement gives all 
journeymen an increase of £1 a 
week, with a new basic day 
minimum of £12 7s. 6d. a week, 
retrospective to April 2. There is 
provision for a 1s. per point cost- 
of-living increase, starting from a 
basic index figure of 154 as from 
July 1. 

The unions concerned are the 
Society of Lithographic Artists, 
Designers, Engravers and Process 
Workers and the Printing 
Machine Branch of the National 
Union of Printing, Book-Binding 
and Paper Workers. 


Benefit customers 


Commenting on the new agree- 
ment, which will remain in force 
for three years, Mr. Hunter said 
he believed it offered real oppor- 
tunities for progress. 

“We have obtained a period of 
stability for our industry which 
will be of benefit not only to our- 
selves but also to our customers 
particularly. 

“Provision has been made for 
close co-operation between the 
unions and ourselves on the new 
methods and new ° machinery 
which are coming into increas- 
ingly widespread use. 

“If we are to obtain the benefits 
of science in our industry we 
must have the goodwill and 
intelligent understanding of the 
men who have to run_ the 
machines. A joint committee on 
production will be set up at 
national level to deal with these 
new developments and we wel- 
come this.” 


100 Layton entries 


in one volume 


In about a month's time, C. & 
E. Layton Ltd. will publish a 
volume bound in cloth contain- 
ing reproductions of the 100 best 
entries in the Layton Awards, 
1956. Only 1,000 copies will be 
issued, 

Its price—one guinea—is un- 
derstood to be much lower than 
the actual cost of production. 
Application for copies may be 
made to Layton’s now. 


wa = ‘< ’ ; i) ae Ue ; 2 
es = EE 
PO ene 
es a 
co 
| ci - bag 4 " a ae 8 a5 - —_—- 
nee iv ~ Pi - oe wen fa 
se —" ‘. Ay as t x6 a | 
@ gh . : : 
me ~~ ins eer: A 
ibe Be é ~€) saa 
cieemay haa 
wt é ee ae a>. 2 
— ee 
_ 7 
— 
_ 
— 
, — pea) oe _ 


ADVERTISER’S WEEKLY 


HAS MRS BARWELL A FUR COAT? 


"THERE is only one possible ver- 
dict on the Incorporated Advertising 
Managers’ Association dinner at the 
Park Lane Hotel last week—biggest 
and best! Which, considering how 
good all the others have been, is, as 
they say, “quite something.” This 
time, no fewer than 250 people had 
a most enjoyable evening. 

Many factors conspired to this 
end. One was the excellent organi- 
sation by Gordon Hargraves (vice- 
president). Another was the quality 
of the speeches; both short, both 
witty. Although Clive Barwell (presi- 
dent), as you will see from the report 
elsewhere in this issue, had some 
very sound and worthwhile things 
to say, most of his speech was full 
of such quips as: “An advertising 
manager is a man who can persuade 
his wife she looks bad in a fur 
coat !”" 

And Bernard Braden was also in 
excellent form, a!though (or because) 
the presence of Sir Robert Fraser 
made him feel, he said, as if he were 
at an audition! Incidentally, Eric 
Robinson also turned up, to rein- 
force the broadcasting element. 

And, of course, as always there 
were the very many gifts which 
advertising managers are in a unique 
position to organise. On each table 
there were _ bags—polythene, this 
time, by way of refinement—con- 
taining an assortment of about 20 
presents—such as fountain pens. 
address books, key rings, packets of 
tea; and on the table there were 
lipsticks, packets of cigarettes, etc. 

And these were merely the gifts 
which all couples received. In 
addition there was a magnificent 
array which went to people whose 
admission tickets had lucky num-- 
bers. This year I collected a huge 
packet containing enough breakfast 
cereals and similar comestibles to 
set me up for a year! And, of 
course, there were spot prizes! 

Finally, and most important of 
all, there was the very pleasant 
company. Once again my wife and 
I were entertained by that first-rate 
host, C. J. Rose, the Association's 
founder president, who was in excel- 
lent form handing over the presents 
drawn for by Barbara Kelly. 


Pilot meets 
pilot on TV 


"THIRTY-SIX year old Colin 
Hodgkinson, a director of Conville 
Ltd. London, the public relations 
and marketing agency. made his 
first television broadcast when he 
presented an interview with the chief 
pilot of the Soviet State Airlines 
about the new Russian jet airliner. 

He had less than 48 hours in 
which to complete the arrangements 
for Associated-Rediffusion for whom 
he is air adviser, and in so doing 
he scooped the BBC. His efforts 
earned him a medal from Russian 
pilot Starikov, who said: “From 
one wartime pilot to another for 
world peace.” 

Mr. Hodgkinson lost both legs in 
an air crash while training with the 
Fleet Air Arm in 1939. In late 1940 
he entered the RAF and flew Spit- 
fires until on a high altitude recon- 
naissance flight over occupied 


France in 1943 his oxygen bottle 
exploded and he crashed. Taken 
prisoner, he was eventually trans- 
ferred to a POW camp in Germany. 
and later succeeded in bluffing a 
German medical board into re- 
ea him by telling them he 
ad lost his legs as a result of the 
crash which made him prisoner. 

He has just spent a week in 
France visiting St. Omer (where he 
was in a German hospital) meeting 
old friends, while doing research for 
his almost-completed autobiography. 
To be called Best Foot Forward, 
it Is expected to be published in 
the Autumn by Odhams, after being 
serialised in John Bull. 

* * * 


His many friends in this country 
will be pleased to hear that M. 
Aubry, administrative director of 
Belgique Ciné Publicité, of Brussels, 
and professor at the Ecole de Pub- 
licité Technique and Pratique de 
Bruxelles, has just been awarded the 
Médaille d’Argent du Mérite Civique 
Frangais. 
*x * * 

DOIG ADVERTISING LTD., of 
Newcastle-upon-Tyne, will soon be 
able to qualify for the title of “The 
agency with the flying space-buyer.” 
Twenty-year-old Miss Sylvia Quenet, 
who has been with Doig’s for just 
over a year, has won a flying 
scholarship—one of six awarded to 
members of the Women’s Junior 
Air Corps. 

Miss Quenet is unit leader of the 
Sunderland WJAC, and her scholar- 
ship has been sponsored by a Bir- 
mingham company, Leon M. Berner 
& Co., Ltd. She will do her flying 
training at Elmdon Aerodrome. 
Birmingham. 

At a ceremony at Croydon Air- 
port, at which a new aircraft for the 
WJAC was named, she was chosen 
from members of the Corps from 
all parts of the country to propose 
a vote of thanks to Lord Brabazon. 

The scholarship means that Miss 
Quenet will have 25 hours’ flying 
tuition free. The remaining five 
hours necessary to qualify for a 
private pilot’s licence she will pay 
for herself. Besides the dual and 
solo flying training she must pass a 
written examination, which includes 
such subjects as navigation, meteor- 
ology, and simple engineering. 


Sylvia Quenet in the cockpit of a 
Gipsy Moth. 
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The tombola was a successful money-raiser at the annual dinner-dance of 


the Berks. & 
(l. to r.): 


Bucks. 


Publicity Association. 
Mrs. Gales, Andrew Milne, Miss Edith Johnson (secretary, 


Here. publicising it, are 


Publicity Club of London), and Miss Mary Messer and J. R. Gales (vice- 
chairman and president, respectively, of the Association). 


First time on 
the carpet 


WHEN I arrived one evening last 
week at the Roy Bernard headquarters 
in Stratton Street, they had just had 
the carpet laid in the main office, and 
I was the first to cross it. I did this 
all the more eagerly because a con- 
signment of special Scotch had been 
delivered earlier. In the United 
States, the Roy Bernard company 
ranks as one of the largest public 
relations organisations, with offices 
in New York 
and Washing- 
ton. Over 
here the 
newly - formed 
company will 
serve the in- 
terests of the 
clients in 
America and 
also act inde- 
pendently for 
UK and Euro- 

an clients at 

ome and 
4 abroad. 
Frankie Alan Smith ae 
controls the organisation, must be as 
well known in the USA as here. 
Olga Moore, author of /’// Meet You 
in the Lobby, has described her as 
“a cross between Marlene Dietrich 
and Bea Lillie, extremely blonde, 
crisp, fantastic and knowing how to 
“drive her staff to a fever pitch. 
She made every minute of the day 
exciting.” 

While I was there she had news 
that her husband (I believe an en- 
gineer), who is now touring the 
Soviet Union, had reached the Don 
Basin. 

Marie Jennings, head press officer, 
was working in state behind a desk 
with a surface area of about three 
acres. From what I heard about 
future plans, she will need every 
inch of it. 


B & K interpreter 
LL ASHINGS of caviar come te 


few. One of the few was John 
Cox, account executive with Foote, 
Cone and Belding Ltd. After 10 
days’ hard interpreting duties with 
Russian Naval personnel during 
B. and K.’s visit, he was invited 
to a “tea” on board the 
“Ordzhonikidze,” only to find he 
was expected to consume vodka and 
caviar in limitless quantities. 


He noticed, incidentally, that 


chessboards were attached as per- 
manent fittings to wardroom bulk- 
heads. 

Mr. Cox learnt fluent Russian 
during an 18-months’ course while 
he was doing his National Service 
with the Royal Navy. This ability 
was exercised during the Russian 
Navy visit to Portsmouth last 
October. 


* * * 


ALTHOUGH chairman of a busy 
agency, Robert Sharp and Partners, 
Ltd., Robert Sharp finds time to 
work both for the advertising move- 
ment and for the public. For six 
years he was on the council of the 
Institute of Practitioners in Adver- 
tising: for 10 years he has been on 
Marylebone Council. Next year he 
will be elected mayor. 

It was he who suggested the Sher- 
lock Holmes Exhibition at the time 
of the Festival of Britain. 


* * * 


In the Royal Academy Summer 
Exhibition, Wilfrid Walter, who 
recently joined F. J. Lyons Ltd. 
and who paints under the name of 
W. Start Walter, has two pictures 
exhibited and hung. This makes 
the seventh time—since he was 
first exhibited at the age of 16— 
that he has been “hung.” 

One painting concerns his hobby 
of fishing and shows all his tackle. 
The other, a collection of naviga- 
tional instruments and _ different 
maps of the world, is entitled 
“Discovery.” It includes a_ refer- 
ence to the South Polar ship, 


“Theron.” 
CONTACT 


nm 


“ Just planning the biggest 
campaign ever, old boy. 
We've got the usual appro- 
priation plus two Cup Final 
tickets to spend.” 
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Announcing .. . 
the first issue of 


STATISTICAL REVIEW 
INDEPENDENT 1.V. ADVERTISING 


CONTENTS 


@ Estimates of commercial television advertising expenditure 
in Gt. Britain, from commencement of transmissions to 
March 3lst, 1956, based on 100°, monitoring. 


@ List of all products and services advertised, with amounts 
spent on each station during the six months. 


@ List of advertising agents and products for which they have 
placed T.V. advertising during the period and amounts 


spent. 


@ General summary of expenditure by product group with 
separate charts of expenditure in each group. 


A COMPLETE REVIEW 
OF ACTIVITY DURING THE PERIOD 


Published Twice Yearly by 


MEDIA RECORDS LTD 


FIELD HOUSE + BREAMS BUILDINGS «+ LONDON E.C.4 
Telephone: Holborn 8977 


SUBSCRIPTION RATE: 3 guineas per annum. Single copies 2 guineas each. 
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‘Sell-out’ for 
new journal 


The first issue of Argus Press 
Ltd.’s new journal, My Story Maga- 
zine, is now on sale. “ Already,” 
say Argus Press, “the newsagents’ 
order for the first issues indicate a 
complete sell-out of the promised 
200,000 print order—even before the 
extensive publicity booked in 
national dailies and 30 leading pro- 
vincials has appeared.” Advertise- 
ment rate is £50 per page. 

* * * 

Increases in the selling prices of 
three Link House pub\ications are: 
Health & Efficiency from ls. to 
ls. 3d. from the June issue; The 
Stamp Magazine from 9d. to Is 
from the June issue; and Sun Bath- 
ing Review from ls. 3d. to Is. 6d. 
from the Summer issuc. 

* * * 

The first issue of Tothill Press 
Ltd.’s controlled circulation journal 
Catering Equipment News had a cir- 
culation of 21,126 copies. 

* * * 

Two of Odham’s periodicals are 
now appearing with redesigned mast- 
heads. The drawn letter heading of 
Electrical & Radio Trading has now 
been replaced with Balloon, re- 
versed white on colour. Melody 
Maker has also adopted a reversed 
white on black style. 

* ok * 

Owing to the recent print dispute, 
the April and May numbers of Ideal 
Home will be combined in one issue. 


Nae eet. gi 


SHOWCARDS 


F COLOUR PR 


Nuclear Power, a new Rowse 
Muir Publications journal, has been 
launched. The initial print order 
was 10,000 copies, and issues have 
been mailed to 33 countries. 

* * * 

The current issue of TV Times 
contains a_ special “Spotlight” 
article on products advertised on 
commercial television. 

* * * 

Starting next week and continuing 
for approximately two months, a 
special Photoplay film, starring 
Anthony Steel, will be shown on 
cinema circuits. Also commencing 
this month will be the Photoplay 
talent contest, to be held each week 
at Butlin holiday camps. 

* * * 

This week's Kinematograph 
Weekly is a special edition to com- 
memorate the Diamond Jubilee of 
the film industry in Great Britain 
In addition to its normal advertising. 
Kine Weekly will carry over 40 
pages of jubilee advertising from all 
sections of the film industry. 

~ 

The current issue of Hairdressers* 
Journal contains a 36-page art sup- 
plement devoted to hair tinting and 
colouring. This is the first-ever 
supplement devoted entirely to this 
subject. The supplement contains 
13 pages of advertisements of which 
one manufacturer has taken four. 
two in colour. The issue is of 96 
pages in all. 

* * * 

The Manchester Evening Chronic!c 
has reduced the cost of small 
advertisements for private adver- 
tisers from 3s. to 2s. per line. 
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HENEN TEN 


Woman 


) MEARHENG 
Psonic” 


A summer fashion show will be in- 
cluded in Woman next week—front 
cover above. Summer clothes, beach- 
wear and accessories will be pre- 
sented in an illustrated eight-page 
feature. This issue will be supported 
by advertising in the national press. 
* * * 

In an endeavour to further the 
country’s export drive, Benn 
Brothers Ltd., publishers of the 
Hardware Trade Journal, ate to 
bring out a special publication in 
mid-July called the British Hardware 
Exporter. At present it is not pro- 
posed to make this a regular pub- 
lication. The Exporter will have a 
print order of 12,000, of which 
11,000 will be sent to overseas 
buyers and the rest to merchant 
shippers and exporters in the United 
Kingdom. Type area of the pub- 
lication will be 10 in. by 7 in. on a 
page size of 114 in. by 84 in. Adver- 
tising rates will be the same as for 
the Hardware Trade Journal. Ad- 
vertisers in the Hardware Trade 
Journal will be able to take a page 
in the Exporter at the series rate. 


Heavy ad support 


Heavy advertising for Every- 
body’s starts next week. Feature of 
the campaign will be the ‘Avoid the 
Traffic’ Road Maps of Britain book, 
wich will be inset, in parts, in 
four issues of the magazine. Pub- 
licity will include full-pages and 
half-pages in national papers, large 
spaces in the motoring press, and 
extensive point-of-sale advertising. 

* ok + 

The April 27 issue of The Small- 
holder had a record number of 
76 pages. It contained display an- 
nouncements for 182 advertisers, in 
addition to an extensive classified 
section. The issue featured a com- 
petition with a £100 greenhouse 
as a prize. Weekly sale of The 
Smallholder is 200,000 

* * * 

A large-scale advertising cam- 
paign, a gift booklet and other 
attractions are planned by Amal- 
gamated Press Ltd. to support the 
next issue of Wife & Home, on sale 
next Tuesday. The booklet, 
40 Easy-Knit Playtogs, will contain 
28 pages of designs for children's 
wear. Other features will include a 
“23 Home Colour Schemes” sup- 
plement and a competition which 
offers two suites of television furni- 
ture as prizes. 

* *x oa 

The 1956 edition of Motor 
Cycling Year Book has been pub- 
lished by Temple Press. It is the 
sixth annual record to appear. Of 
192 pages, it sells at 10s. 6d. 
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We Hear 


Harwich Corporation plans to 
make a £1-for-£1 grant to the local 
publicity committee, which also 
covers Dovercourt Bay, ito supple- 
ment funds obtained by its members. 

* * * 

Verlag Auto und Kraftrad have 
appointed Publishing & Distribut- 
ing Co., Ltd., as their United 
Kingdom representatives. Their 
journals are Das Automobil and 
Das Kraftrad. 

7 — * 

Publishing & Distribution Co., 
Lid. have been appointed London 
representatives for the Aden news- 
paper, the Recorder, _ published 
weekly in Crater-Aden. 

7 & * 

Recently Leonard Hill  Litd.. 
technical and industrial publishers, 
held an exhibition of paintings by 
members of their staff They in- 
cluded oils, water colours, lino-cuts, 
and gouaches 


1956 


Enlightened message 


Bryanston Products Co. have sent- 
out a sales letter with a splash of a 
new luminous pigment on it. 
Readers are asked to view the letter 
in semi-darkness where they can see 
the “remarkable quality” of the 
pigment. 

o . * 

Albert Milhado & Co., Lid., have 
issued a promotion piece in the form 
of a key as the “key to our Conti- 
nental office’ in Antwerp. 

* * * 


D. A. Goodall Lid. have been 
appointed British representatives for 
the Canadian publication, Mayfair. 

* * + 

London representatives for the 
International Golf Trophy maga- 
zine programme, which will be sold 
at Wentworth during the Canada 
Cup Golf Tournament (June 24 to 
26), are C. H. G. Nida Ltd. A 
record entry of 30 countries will 
take part. 

* * * 

First issue of a new quarterly 
journal, Mobil Dealer News, has 
been published. It will be mailed to 
Mobil dealers throughout the 
country. 


Outstanding film 


“Sea Parish,’ the film made for 
the Centenary Year of The Missions 
to Seamen, has been selected as one 
of the outstanding films produced 
by Missionary Societies to be shown 
at the current meeting of the World 
Councils of Churches at Geneva. 

* * * 

Ashley Arnold Displays Ltd. 
were responsible for the design and 
construction of the exhibition of 
Laytan Award entries at 45 Park 
Lane last week. 

* 7 * 

The Federation of Malaya 
Government is advertising for a 
Malayan to fill the post in London 
of information officer in the United 
Kingdom, which is shortly being 
vacated by John Batten, who has 
held the post for three years since 
it was instituted. 

* 7 * 

Change of address: Romeike & 
Curtice Ltd. (foreign department) 
to 447 Green Lanes, London, N.4. 
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ADVERTISER'S WEEKLY 


Proof of the influence 


Business 


During the past few weeks 
Business has been quoted exten- 
sively in 

The TIMES 

DAILY TELEGRAPH 
FINANCIAL TIMES 

DAILY MAIL 
MANCHESTER GUARDIAN 
YORKSHIRE POST 
GLASGOW HERALD 
BELFAST TELEGRAPH 
LIVERPOOL DAILY POST 
BIRMINGHAM POST 
NOTTINGHAM GUARDIAN 
SUNDAY EXPRESS 


and in numerous other important 
publications. 


BUSINESS CHIEFS WARN: THIS IS NO | 
WAY TO BRING PROSPERITY 


By PAUL BEWSHER 
ESPITE steady rises in salary, senior executives may suffer a 
marked decline in their standard of living in the future, because 
ation and high tax rates. Striking figures about these prospects 


~ 

F. are s month's “ Bugigess,” a magazine dealing with 
well t ment. 
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REWARDS IN 
INDUSTRY 


Difficulties of 
Executives 


Here’s convincing proof that Business editorials are of importance to the leaders of British 
Industry. Such was the vital interest of an article on Executives’ living standards that, 
on March 13th, the day after publication of the journal, no less than ten nationally-known 
newspapers gave it feature publicity in their columns. And on Budget Day over a 
month later, the article was still of sufficient interest to warrant a four-column leader by 
Harold Wincott in the Financial Times. 

No doubt about it—Business really does reach and influence the people who matter in 
British Industry. Heads of state and private enterprise alike, management in all its 
branches find that Business, the Journal of Management, keeps them in the march of 
progress, fully informed on all matters affecting the commercial and industrial life of 
themselves and the nation. Advertisers in Business have already proved, and benefited 
from, the interest and influence of its readers; for the readers of BusmNEssS are the men 
who buy for British Industry—everything that Industry requires. 


Business journal of management 


Highest net sale (A.B.C.)—Lowest rate per 1,000 of any independent journal in, or near, its field. 


Published by Bustness Pusiications LimITED 
Mercury House, 109/119 Waterloo Road, London, S.W.1. 
Telephone : WATerloo 3388 (20 lines) 
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DailyLuxembourg 
ads for three 
months 


Space in eight national daily 
newspapers (including the 
London evening newspapers), 11 
Scottish dailies, eight Sundays 
and six periodicals has been 
booked for Radio Luxembourg’s 
autumn and winter press adver- 
tising campaign. Continuity of 
daily insertions will be main- 
tained for three months through- 
out most of September, all of 
October, November and part of 
December. 

Certain trade press publica- 
tions will be used throughout 
June and July to remind the ad- 
vertising world of the various 
Radio Luxembourg = develop- 
ments planned for the Autumn. 

The general press advertising 
campaign will concentrate on re- 
minding the public, daily, of the 
new programming for the English 
transmissions, and will also in- 
form them of the improved re- 
ception brought about by the in- 
troduction of the two new trans- 
mitters for the English transmis- 
sions. 

Arks Publicity Ltd. are the 
agents. 

The first broadcast of the 
“Jamboree” programme is 
scheduled for Saturday, May 26. 
Emphasis will be on suspense and 
surprise. Production resources 
in Britain and America will be 
called upon for each broadcast, 
and music in the popular idiom 
and personalities will predomin- 
ate. 

“Jamboree” will not conform 
to any set pattern during the time 
it is on the air. Linking the 
whole presentation will be Cana- 
dian Gerry Wilmot. 

“Jamboree” will cover two 
hours, starting at 8 p.m. each 
Saturday. An entirely new 
system of airtime selling will be 
introduced for this programme. 


Bulmer’s Cidona 
ads start 


A new campaign started on Tues- 
day for Bulmer’s Cidona with an 
advertisement in the Daily Sketch. 
Advertisements will be mainly small 
spaces in a short list of national 
dailies, but appearing ‘extremely 
frequently,” especially in the Daily 
Mirror. These will be backed up 
by spaces in the Radio Times and 
the trade press. 

Press advertising and point-of-sale 
material will feature the “Cidona 
Boy,” and will tie in with special 
marketing arrangements. Agents 
are London Press Exchange Ltd. 


More Davy Crockett 


Another company to take full 
advantage of the popularity of Davy 
Crockett, is Armour & Co., Ltd. 

Advertisements in local papers 
Offer free gifts for children in return 
for a specified number of Armour 
labels from tins or packs. Quarter- 
page advertisements are appearing 
in Eagle, Express Weekly and 
Rocket. Agents are Alfred Pember- 
ton Ltd. 


Current Advertising 


Intensive national campaign for 
renamed Philips car radio 


National daily, evening, provin- 
cial and trade press advertising will 
be used in an intensive campaign 
by Philips Electrical Ltd. for their 
car radio, model 344V. Other plans 
include a broadside mailing to radio 
dealers and to 25,000 garages, ser- 
vice stations, etc., throughout the 
country. 

A number of point-of-sale displays 
are also in preparation. These in- 
clude a new wrapper for the carton, 
showcards, posters, leaflets, stickers 
and a counter demonstration stand 
which has provision for fitting the 
receiver. The campaign will con- 
tinue until the end of June. 

The old title of MotoRadio has 
now been discontinued. In future 
the product will be known as Philips 
Easy-to-fit Car Radio. Handling the 
a are Erwin Wasey and Co., 
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A campaign is now being run 
throughout the country, including 
Scotland and Wales, using 16-shee: 
posters for Vayle nylons. The exist- 
ing bill postings are for three 
months. Agents W. S. Crawford 
Ltd. state that they believe Vayle are 
the first stocking manufacturers to 
conduct such a wide scale poster 
campaign. The posters are appear- 
ing in groups of three on some sites. 


‘Triple’ promotion 


for fish fingers 


Birds Eye Sales Ltd. have 
launched a “‘triple’’ promotion in 
support of their family and small 
size cartons of ready cooked, quick- 
frozen fish fingers. 

Following the introduction of the 
new family size carton, large adver- 
tisements have been appearing in the 
national press and women’s maga- 
zines since the second week in April. 
Half-pages have been taken in the 
Radio Times and TV Times this 
week-end. In both these advertise- 
ments will be a 6d. coupon for 
Birds Eye Fish Fingers, family or 
small size. 

Television support, too, will be 
given to this offer. Next week 
London and Midlands commercial 
TV spots will draw attention to the 
offer. Agents are Lintas Ltd. 


Carreras introduce 


new cigarette 


The new Dunhill “spun fibre” tip 
cigarette was introduced with a full 
page advertisement in the Evening 
Standard \ast week. On the same 
day copies of the advertisement were 
sent to all Carreras direct account 
retailers in London and the south- 
east. A large campaign, which will 
continue throughout the summer, 
includes the Landon evenings and 
other papers. 

The new cigarette is longer than 
the usual standard brands and will 
be sold in a crush-proof packing 
a flip-top box—at the pre-Budget 
price of 3s. 8d. for 20. Agents are 
G. S. Royds Ltd. 


New brand launched 
by Churchman’s 


W. A. and A. C. Churchman, a 
branch of the Imperial Tobacco 
Company, is to launch a new brand 
of cigarettes in the popular price 
range, Is. 11d. for ten and 3s. 10d. 
for 20, called Time. The cigarettes 
are being dispatched to retailers on 
Monday and will be available 
shortly afterwards The packets 
will have the new hinged type lid. 

Agents F. C. Pritchard Wood and 
Partners Ltd. state that the adver- 
tising campaign will be “fairly 
large.” The national dailies, Sun- 
days and provincials are being used. 
In the initial stages the campaign 
will be backed by commercial TV 
spots in London, Birmingham and 
Manchester. 
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A quick-off-the-mark Piccadilly 

newsvendor near the Duke Street 

Dunhill shop shows a copy of the 

“Evening Standard” full page Dun- 

hill advertisement for the new 
filter-tip cigarette. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


TRICE, new odourless depilatory, 
using nationals and women's 
magazines; VALPEDA FOOT 
BALM. Both products manufac- 
tured by Dae Health Laboratories 
Ltd.; accounts for Paul Baratte 


Ltd. 

A. & A. INDUSTRIAL EQUIP- 
MENTS LTD. (Aerosol-Turbo 
Humidifier); GEO. APPLEYARD 
LTD. (Pomarium Gravy Salt); 
RUSHWORTHS LTD. Accounts 
for Bennett Williams (Advertis- 
ing) Ltd., Bradford. 

CAPTAIN MORGAN RUM, OLD 
CHARLIE RUM, & _ SEA- 
GRAM’S V.O. WHISKY, for 
John Hobson & Partners Ltd. 

CONFORMA LTD. is no longer 
— handled by Gee Advertising 
td. 


Campaigns 


ARMOUR & CO., LTD., using 
local papers, Eagle, Express 
Weekly and Rocket. (Alfred 
Pemberton Ltd.) 

TIMEX, using commercial TV in 
— (Graham & Gillies, 
td.) 

R. D. WADDELL LTD., using 
Glasgow evenings for food pro- 
rr (Rex Publicity Service 


Ltd.) 
DUTCH CHEESE, using half-pages 
in women’s magazines and trade 


press. Also bus sides in London 
and within a 50 to 60 mile radius, 
and Scottish evening newspapers 
for Dutch butter. (C. D. Notley 
Advertising Ltd.) 

BIRDS EYE SALES LTD., using 
national press, Radio Times, TV 
Times, and commercial TV spots 
in London and Birmingham for 
fish fingers. (Lintas Ltd.) 

PHILIPS ELECTRICAL LTD. 
using national dailies, evenings, 
provincials, trade press and direct 
mail for car radio. (Erwin Wasey 
& Co., Ltd.) 

CARRERAS, using London even- 
ings and other papers for Dunhill 
— cigarettes. (G. S. Royds 
td.) 

w. A. & A. C. CHURCHMAN 
(Imperial Tobacco Co.), using 
national dailies, Sundays and 
provincials, commercial TV spots 
in London, Birmingham and Man- 
chester for Time cigarettes. (F. C. 
Pritchard Wood & Partners Ltd.) 

PAKAMAC LTD., using commer- 
cial TV (Ripley, Preston & Co.., 


Ltd.). 

BULMER’S CIDONA, using 
national dailies, Radio Times 
and trade press. (London Press 
Exchange Ltd.). 

WM. MOORHOUSE & SONS, 
LTD., using national dailies, Sun- 
days, women’s magazines and 
trade press for lemon cheese. 
(Pickersgill Publicity Service 
Ltd.). 
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APPOINTMENTS VACANT 


A large West Country Firm of 
High-Class Colour Printers and 
Packaging Experts offers per- 
manent situations to Good, 
All-round 


COMMERCIAL 
DESIGNERS 


Must be able to work to a high 
finish. Figure and Still-life 
work an advantage but not 
essential. Printing house ex- 
perience preferable. Applicants 
who should not be more than 
35 years of age, should apply 
n writing to: 


PERSONNEL OFFICER, 
Box 3493 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVES required for Firm 
of high-class Photo-litho Offset Colour 
Printers specialising in point of sale 
advertising material, with own Studio 
and Works; one for London area, 
other for Midlands, preferably based 
in Birmingham. Write, in confidence, 
with full particulars of selling career, 
age and terms, etc., to 
Box 3491 Ad. Weekly 180 Fleet St BC4 

COMMERCIAL ARTIST (Line, 
Retouching, Half tone) required by 
office and factory equipment company 
regularly producing catalogues. Per- 
manent position offering scope for 
experienced person. Write, stating age 
experience and salary required. to 
Box 3492 Ad. Weekly 180 Fleet St BC4 
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CLASSIFIED ADVERTISEMENTS | 


NTS VACANT, 4s. per line, Se oe Gate, ome 
6d. per lime, 46s. per display 


APPOINTMENTS VACANT 


— Vacaat: 
made 5g a Local 
the 


iactusive walees be er 


“The engagement of persons answering these advertisements musi 
of the Ministry of Labour or « Scheduled Em 
a man aged 18-64 inclusive or 2 woman 


aged 
from the provisions of 
sn or the 


SERVICE 


every stage. Write 


and expected to Mr. Tidy, 


ASSISTANT 
to PRINT MANAGER 


Exceptional opportunity for young man or woman, with 
knowledge of printing processes. Must be efficient, with 
administrative ability and capable of seeing jobs through 


iving age, experience, salary at present 


Service Advertising Co. Ltd., 
77, Brook Street, London, W.1!. 


require 


YOUNG COPYWRITER 
FOR GEORGE NEWNES 
PUBLICITY DEPARTMENT 


Outstanding opportunity for ex- 
perienced man (not over 30) with 
a sound advertising approach and 
the ability to write good selling 
copy with punch and imagination 
for Press advertisements and other 
media promoting a wide range of 
famous periodicals. 


Pension Scheme—5-day week— 
existing holiday arrangements will 
be given full consideration. 
Replies in strict confidence stating 
age, Jt the Peblicity Pred salary re- 
quired to the oduction 
Manager, George Newnes Liéd., 


Tower House, ‘on Street. 
Strand, London, W.C.L. ’ 


ASSISTANT ACCOUNT 


SECRETARY/SHORTHAND TYPIST 
required for Advertising Manager. 
Age 20/26 Experience of similar 
nature desirable, but mot necessary. 
Alternate Saturdays off. Holiday this 
year. Good salary. Canteen. _— 
Club. Apply Staff Manager. oss 
Bros. & Co., Ltd., King Street, 
W.C.2 


PRODUCTION MAN required for West 
End Agency to handle a group of 
accounts. Sound knowledge of block 
making with previous Agency experi- 
ence essential. Write fully, stating 
age, experience and salary expected, to 
the General Manager, Smee’s Adver- 
tising Limited, 3-5 Duke Street, 
Manchester Square. W.1. 


DRAUGHTSMAN (furniture). 


EXECUTIVE 
salary accord- 
with excellent 


required. Commencing 
ing to qualifications, 
prospects in every way. A thoroughly 
pleasant, rewarding position with 
plenty of =~ to use initiative and 
intelligence. tite, giving experience, 
age, etc., to The Managing Director, 
Nelson Advertising Service Ltd., Eagle 
House, Jermyn Street, London, S.W.1. 


Senior 
man, experience in drawing for mass 
production, required for general D/O 
duties. Good prospects and salary 
to successful applicant. Full particu- 
lars, in writing, to Chief Draughtsman, 
“Talent " Group, pute Works, 
Arterial Road, Rayleigh, Essex. 


First Class 


- LETTERING ARTIST 


with knowledge of layout required by 
Croydon Advertising Studio. Ideal 
working conditions, interesting and 
permanent position for man with 
initiative and ideas, excelient salary and 
holiday this year. 


Artvertising, Format House, 88, 
Park Lane, Croyd Teleph t 
CROydon 3930 for interview. 


TYPIST/ASSISTANT for busy Media 
Department, West Agency, 
accuracy and speed essential. Good 
opportunity in expanding department. 
Holiday this year. Telephone Miss 
Huntingdon, Hyde Park 0481. 

ASSISTANT WANTED for Publications 
Department of Engineers for prepara- 
tion of catalogues, booklets, technical 
manuals, etc. Must have experience 
and technical writing ability. Know- 
ledge of layout and type, etc., re- 
quired, but not finished art work. 
Five-day week. State age, experience, 
salary required. Apply to the Pub- 
licity Manager, CAV Ltd., Warple 
Way. Acton, W.3. 


ARTISTS 
REQUIRED 


by West-End studio specialising 
in General Artwork, Adapts. 
and Make-up. 
Pleasant conditions in modern studio 
S-day week. 
Holidays this year. 


GER 4866 


“PICTUREGOER” Magazine requires 
bright, young general layout artist, 
referably with lettering experience. 

U.J. membership. Apply to Editor. 
189 High Holborn, London, W.C.1. 

PRODUCTION MAN, age 22-30, with 
agency experience including contacting. 
Write for appointment, stating age, 
experience and salary required, to 
Webster Ridgeway & Partners Ltd., 
29 Ludgate Hill, E.C.4. 

REPRESENTATIVE REQUIRED by 
leading Artists’ Agency. State experi- 
ence, if any, salary and commission 
desired 
Box 3439 Ad. Weekly 180 Fleet St EC4 


P.S. 


for General Artists 
Lettering Artists 
Retouchers 


We're looking for really 
experienced men who are 
capable of doing great work 
in a progressive studio. 

On the credit side, the salary 
is more than commensurate 
with ability. Superannuation 
scheme. Holidays this year. 


For more details ring 
JOHN CARRODUS 
GERrard 7335, 


This is an opportunity for a 


Typographer 


who is already efficient and 
accurate but who wants 

a chance to use the creative 
ability which he must have to 
meet our requirements. 

If this sounds like you 

and you are looking for a 
good opportunity to extend 
an already wide agency 
experience, write fully and in 
confidence to The Art Director at 


T. B. Browne Ltd, 117, Piccadilly, London, W.1. 


Phone 


your classifieds to WAT 3388 (Ex. 25) 
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TERT | CLASSIFIED ADVERTISEMENTS 


BAYARD PUBLICITY LTD APPOINTMENTS VACANT 


of Manchester Situations Vacant : “* The engag of p answering these advertisements must PICTURE POST 
Agency il the applicant lon man aged 18-64 lachasive or o woman aged 18-59 tnciesive 
woman ive 
require she, the employment, is commen ‘hom the provisions of the needs first-class 
Vv 


or 
Notification acancies Order 1952."" 
An ARTIST EDITORIAL LAYOUT 
en Apne pty mer edb me ASSISTANT 


of a number of technical accounts. Ee en OS , } 
Capable of preparing both visuals A REALLY FIRST-CLASS . 2 s . mm aed a essen 
and good finished roughs. Agency tial. asic knowledge of typography 
experience essential. and ability to cast off copy accurately an 


Write or ‘phone : The Manager, TY advantage. Must have completed 

Bayard Publicity Ltd., POG RAPH ER National Service Write fully to 

93, Market St., Manchester 1. Personnel Manager, Hulton Press 
Tel: DEA 3742. Ltd., 43-44, Shoe Lane, E.C.4. 


Capable person wanted by small TIVE or CONTRACTOR required to 
agency. Accuracy at figures more = ~- = one 27 to 
: : . . Lees ‘eo? a ational advertisers is is an 
state salary a _— for Press and Promotion material in a leading official production and leads will be 
Box 3519 Ad. Weekly 180 Fleet St BC4 London Publishing House. Good all-round a We also _-~ a young, 
. ——— F a enthusiastic person, willing to trave 
a a ee required by experience necessary. 5 day week. Good the South, calling on local business to 
anaging Director of medium-sized salary. All applications will be treated in sell space on local media. Reply 
West End Advertising Agency ; ; Pp as Sa eply with 
0 ll gg AiR ge sae 5-1 strictest confidence. Please write and full details please 
iplomacy, tact and general knowledge ; ; lifi Box 3523 Ad. Weekly 180 Fleet St EC4 
of advertising essential qualifications. supply details of age, experience, qualifica- ’ 
No Saturdays. Good salary. tions and salary required to NEWMAN NEAME LTD 
) ire y ; I N I LTD. are in the 
Box 3516 Ad. Weekly 180 Fleet St EC4 market for a top-salary Production 
Box 3497 Manager who can play a creative part 
Pictorial Publicity Company s ca in ee and producing a wide 
p Advertiser’s Weekly 180 Fleet St E range 0 industrial publications 
require young y They want a man with extensive ex- 
GENERAL ARTIST perience and technical knowledge of 
all printing and reproduction pro- 
immediately. Pleasant working con- cesses, materials, binding, progressing 
ditions, pe experience. ms PRODUCTION ASSISTANT wanted for SPACE SALESMAN required for old- and administration. Write full details 
Ring Mr. Wiltshire expanding Mayfair Agency Age 22 established monthly literary magazine to the General Manager, 50 Fitzroy 
8 ° 25 with practical experience of pro- Salary and commission. The appoint- Street, London, W.1 
TEM BAR 7982 duction routine. Bonus and super- ment has wide scope for an experi- 
annuation scheme, 5-day week. "Phone enced and energetic man, working in PRODUCTION ASSISTANT required 
ADVERTISING MANAGER required for appointment to Production London Interview May, commence Some experience, and typing. essential 
with experience in obtaining mail Manager. Spottiswoode Advertising August Please write fully, giving Responsible position in small, progres- 
order advertisements. Excellent pros- Ltd., 34 Brook Street, W.1 HYD usual details in confidence sive agency 
pects. "Phone : Fleet Street 8144 1221 Box 3485 Ad. Weekly 180 Fieet St EC4 Box 3522 Ad. Weekly 180 Fleet St EC4 


IF IF 


you're a brilliant DESIGNER (or think you're a brilliant COPYWRITER (or 


ADVERTISER'S WEEKLY 70 May 4, 


you are), if you can produce good think you are), if you can produce good 
advertising ideas; if you want to do advertising ideas; if you want to do 


something a little different ; something a little different ; 


CRC CRC 
WANT YOU WANT YOU 


Write first to : Write first to: 
The Secretary, C. R. CASSON LIMITED, 6 Aldford Street, W.1. The Secretary, C. R. CASSON LIMITED, 6, Aldford Street, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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May 4, 1956 
INTMENTS VACANT 
First-class 

VISUALISER 
wanted 


Executive position offered to man 
of ability, experience and 
versatility. 


HAMILL TOMS LIMITED 
Registered Practitioners in 
Advertising, 


Regency House, 
Montpellier Exchange, 
Cheltenham. 
ADVERTISEMENT REPRESENTA. 
TIVE required on Blandford Press 
hotel and catering journals Com- 
mencing £6-700 p.a. Mr. Barnes, 16 


West Central Street, W.C.1 

DRAUGHTSMAN required for interest- 
ing work on Tent and Canvas manu- 
facture. Experience preferred but not 
essential. Staff canteen, good pay, 
etc Apply in own writing, stating 
age, past experience, John Edgington 
& Co.. 108 Old Kent Road, S$.E.1 

YOUNG ARTIST required for Display 
Studio in N.7. Contemporary style, 
knowledge of layout, design, and good 
lettering Pay not less than £7 a 
week. Write. giving particulars of age 
and past experience, to the Director 
of Personnel, John Lewis & Co., Ltd., 
Oxford Street, W.1 

PRINTING : Sir Joseph Causton group 
of printers, London area, seek trainee 
representative, age vicinity 26. Handle 
existing and develop new business 
Previous experience advantage. Em- 
phasis, character, personality, educa- 
tion Salary, commission, expenses 
Reply Sales Adviser, Sir Joseph 
Causton & Sons Ltd., 72 Fleet 
Street, London, E.C.4 


71 


CLASSIFIED ADVERTISEMENTS 


Applications are invited 
for the post of 


CREATIVE DIRECTOR 


A nationally known Agency is seeking a man of exceptional 
ability to handle and control their creative operations. 


To have the knowledge and ability required, candidates must 
have had considerable Agency experience in senior creative 
posts. They will have a highly developed visual and copy 
sense combined with a wide knowledge of techniques in 
relation to media. 

The appointment will be at Executive Director level. The 
salary will be substantial and subject to agreement with the 
successful candidate. Please write giving full details of age, 
education, qualifications, experience and salary required, to 


Box 3479 Advertiser’s Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION—London progres- 
sive recognised agency require a 


YOUNG MAN 


who is experienced in Agency Produc- 
tion routine and at the same time has 
unbounded enthusiasm—so that if he 
is given this job he can build it quickly 
into a worthwhile and responsible post. 
All round production knowledge, care 
for detail, the watching of copy 
schedules, ability to do quick printer's 
layouts yourself if necessary. Come as 
Production Assistant or as Production 
Manager if you are worth it. Write 
for an appointment and state age and 
salary required. 


Box 3500 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN with 


FULLY Experienced Production Man 


required by busy London Agency 
Must be capable of taking full respon- 
sibility for group of accounts at all 
stages of production. Write 

Box 3498 Ad. Weekly 180 Fieet St EC4 


experience of 
Advertising / Printing/ Displays required 
as personal assistant (not selling) to 
Sales Director, W.1 area. Progressive 
position Good salary according to 
qualifications. Write fully 

Box 3499 Ad. Weekly 180 Fleet St EC4 


MASS-OBSERVATION. Vacancy for 
Assistant Fieldwork Organiser. Write 
7 Kensington Church Court, W.8 

“TY TIMES” requires young gencral 
artist. Write, stating qualifications, to 


PUBLICITY MANAGER. Multiple 
Store group require first-class man who 
will be capable of interpreting the 
company's policy through the media 
of all types of advertising, and possess- 


ing the ability to initiate new ideas Art Editor, TV Times, 15/16 Gough 
Applicants should have experience in Square, E.C.4 

general advertising routine, and all IDEAS ARTIST. mod : 

. . " a s . ern in approach to 
types of literature production. Appli all forms of point of sale advertising 


cations to Staff Manager, 

Box 3521 Ad. Weekly 180 Fleet St EC4 
REPRESENTATIVE required for high- 

quality screen printing Some con- 

nections essential. Obelisk Press & 

Signs Ltd., Myron Place, S.E.13. 


material required by Firm of Colour 
Printers. Finished art work not neces- 
sary but good ideas and rough visuals 
are Write, stating age, experience 
and salary expected to 

Box 3490 Ad. Weckly 180 Fleet St EBC4 


RETOUCHING and 
LETTERING ARTISTS 


required. Top grade only. 


A. P. T. LTD. 
261-5 Grays inn Road, W.C.!. 
TER. 0968-9. 
EXHIBITION DESIGNER, fully 


experienced, required by London 
company 


Box 3482 Ad. Weekly 180 Fleet St BC4 


The better you are, 


COPYWRITERS ! 


the better the salary that awaits you. 
There is no set limit ! 


We have lively and interesting accounts 
and our service is based on copy-thinking. 
Anyone who can contribute usefully 

is sure of swift advancement. 


Brettenham House, Lancaster Place, London, W.C.2. 


Apply to Chief Copywriter : 
McCANN-ERICKSON 


ADVERTISING LIMITED, 


McCann-Erickson require an 


ART DIRECTOR 


Experienced in National Advertising 


General Artist 
Wanted 


The opportunity presents a great 
variety of work of the widest possible scope 


from figure to still life. 


Write or telephone General Manager 
McCANN-ERICKSON 
ADVERTISING LIMITED, 


Brettenham House, Lancaster Place, W.C.2. 
Temple Bar 6600 


Phone your classifieds 


WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


Situations Vacaat: apswering these advertisements must 

be made through a Loca! Ofee of the Miniere of Labour or a Scheduied Empioyment 

Ageacy if the applicant is = man aged 18-64 inciasive or s» woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


EXPERIENCED 
MAJOR INTERNATIONAL COMPANY ADVERTISING MAN 
S Required by 
4 COSMETIC HOUSE 
have a vacancy for cs 
o a er om pson This is not a vacancy for an Adver- 
tising Manager as such, since major 
SENIOR DESIGNER policy decisions are made by the 
Directorate in conjunction with 
° to take leading part in extensive modern the Agency. Short of this, how- 
. a ke Original ever, applicants should be com- 
f ou rica packaging design work. ‘8! petent to head the internal 
conceptions allied to practical knéw- advertising department, linking 
: ledge of packaging problems over a wide the National effort with che retail 
range of products is essential. Starting outlets by organising dealer co- 
operative advertising, point of sale 
. salary according to ability, and further material, window displays, house 
require increases depend upon cap i journals, bulletins, etc. Write in 
i Apply :-— first instance giving details of 
: experience, age, salary required, 
Box 3352 ete., to 
Box 3534 
Advertiser's Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 
MULTILITH-MULTIGRAPH OPERA- PACKAGE DESIGNER required as 
TOR, experienced, for busy depart- assistant to Studio Manager in leading 
ment. Commencing salary £500 p.a., Package Design Organisation Appli- 
with excellent prospects. Apply cant must have actual packaging 
Foyles, 121 Charing Cross Road, experience. No others need apply. 
hag: 


Write, stating fullest details of experi- 


ence and salary required, to 
am a, Young a= = Box 3470 Ad. Weekly 180 Fleet St BC4 
quired capable of designing showcards 
and constructional cut-outs for all ADVERTISEMENT SPACE SALES 
point-of-sale advertising; good at REPRESENTATIVE, either Sex, 


lettering Experience in this type of wanted for professional women’s jour- 
work preferred. West End Studio. nal. Wide open field for person of 
Box 3387 Ad. Weekly 180 Pleet St BC4 = —, = | age | selling record 
" — : pply, wit ectails of experience, to 
CAMERA MECHANIC required ; must Box 3416 Ad. Weekly 180 Fleet St BC4 


. . be skilled on most types of cameras. 
or t eir Hea O ice Young man preferred. Excellent pros- FEMALE OR MALE Layout Artist, 
pects for keen and genuine person. inki 


capable of original thinking and con- 


Reply immediately, Bournemouth temporary style work, required for 
Photographic (Repair) Service Ltd., Pharmaceutical Company. 
237 Capstone Road, Bournemouth. Box 3494 Ad. Weekly 180 Fleet St EC4 


in Johannesburg 


An important vacancy occurs 
in a well-known Advertising Agency 
specialising in Overseas publicity, 
for an 


ACCOUNT EXECUTIVE 


The appointment offers excellent prospects and calls 
work for a man in the 26-32 age group, preferably with experience 

. on both the Agency and the Client side. A sound, all- 
round knowledge of modern advertising technique and 
procedure, and a competent grasp of the basic essentials 
of technical production, processing, printing etc. are 
necessary. 


Applicants must be experienced 


and versatile, and should be 


specially competent in figure 


Mr. Donald Armour, 


A first essential is that the man appointed should have 
a good education and possess a pleasing personality, 
Managing Director of J.W.T. South Afrioa approach and appearance. 


The appointment involves responsibility for a number of 
the firm’s advertising accounts, under the leadership of 
is now in London and will meet applicants an Account Group Head. Duties include full contact 
with clients; preparation of schedules; briefing of 


Studio and Production staff; the instruction of Associate 
by appointment at Companies overseas. 


The appointment carries an appropriate salary and 


40, Berkeley Square (Mayfair 9496) Superannuation facilities are available. 


Please write, giving full details of personal background 
and business history, in confidence, to the Managing 
Director, Export Advertising Service Ltd., 22, Old Bond 
Street, London, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


RETOUCHING 
ARTIST 


required by well known group 
of technical publications. Work 
mainly consists of naturalistic 
editorial retouching in black and 
white of plant and equipment 
in service. An excellent oppor- 
tunity for an experienced young 
or youngish man or woman. 
Five day week and excellent 
studio conditions, Write giving 
age, full details of previous 
experience and salary required. 


Box 3468 
Advertiser's Weekly 180 Fleet St EC4 


Important distributors with 
centralised London Offices 


have vacancy for man 


aged 30-40 for training and even- 
tual promotion to 


. 

Advertising Manager 
starting salary £1,250/£1,500, ac- 
cording to qualifications and ex- 
perience. Applicants should have 
had first-class education. Know- 
ledge of typography, ability to 
write copy, produce own roughs, 
visuals, layouts, etc., useful but 
not essential. Write giving details 
of age, education degrees, diplo- 
mas or other professional qualifi- 
cations, together with precise 
details of experience to 


Box 3396 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MAN required with 
good knowledge of advertising and 
production processes, and ability to 
write copy. Will be res 


msible to 
Public 


Relations Officer for —— 
tion of posters, leaflets an 
advertisements. Good opportunity for 
ambitious person. Write at once, giv- 
ing age and full details of experience 
and salary required. References will 
be required later. Address application 
to Public Relations Officer, South 
Suburban Co-operative Society Ltd., 
99 London Road, Croydon. 


PERSONAL SECRETARY required by 
Managing Director of well-known 
Very good 

experience in 

Write, stating 


Agency in West End. 
shorthand/typing and 
Advertising essential. 
age and experience, to 
Box 3526 Ad. Weekly 180 Fleet St BC4 
EXCELLENT PROSPECTS for young 
ladies offered by London publishers 
in their advertising department 
Interesting work, regular advancements 
wm J to posts of responsibility. 
Shorthand and typing essential 
Box 3389 Ad. Weekly 180 Fleet St BC4 


So you want to be 


A TYPOGRAPHER 


HERE IS YOUR OPPORTUNITY TO 
BE TRAINED BY VINCENT STEER 


The author of “ Printing Design and Layout,” 
who is Type Director at Graham & Gillies 
Ltd. is looking for a young man of good 
education who has had some art training and 
who now wishes to specialise in creative typo- 
He could be from 17 to 24—he must 
be adaptable, willing to work hard and ready 
to devote his evenings to study such subjects 
Salary will be generous and 
commensurate with present ability. 


graphy. 


as advised. 


Write for an appointment 


GRAHAM & GILLIES 


LIMITED 
37 GOLDEN SQUARE, LONDON, W.1. 


HOLDENS 


are looking for 


LAYOUT MAN in his early twenties 
who has had Art School training and some 
agency experience on national accounts. This 
is his chance to work in a small enthusiastic 
team, where he will be encouraged to develop 


his own creative ideas. 


CREATIVE TYPOGRAPHER 
Young man to work in a department which 
specialises in the design and make-up of house 
magazines and similar printed material. He 
must have had a thorough training. He must 
be precise, but above all he should have an 


enthusiasm and a ‘ feel’ for book work. 


. 7 Letters should give full details of age, training, 
experience and salary required (but not enclosing 


specimens at this stage) and should be addressed to: 


Creative Director, 
A. N. HOLDEN & CO. LTD., 


94, Mount Street, W.1. 


Phone your classifieds to WAT 3388 (Ex. 235) 
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APPOINTMENTS VACANT 


The formation of new Consumer and 
Technical Groups at Crane Publicity 
is now reaching finalisation. 
Outstanding opportunities are still 
available in 3 categories. 


VISUALISER 


A first-class senior creative layout- 
man is required to work on consumer 
accounts ... a man who knows type 
and art techniques and who can draw 
figures in a competent manner. 


TECHNICAL 
COPYWRITER 


A man with that rare blend of tech- 
nical background plus ability to 
write bright, interesting copy. 


TYPOGRAPHER 


Able to produce type mark-ups 
for important consumer accounts— 
quickly and with a minimum of need 
for revision. 


In each case ability decides the salary. 
Write in first instance giving full 
details to 


Creative Director, 


CRANE PUBLICITY LTD., 


ADAM HOUSE, | FITZROY SQUARE, LONDON, W.1!. 


Tel: EUSton 8061 


May 4, 1956 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 
ngag of 


Situations Vacant : 
be ~ 


answering these advertisements must 


A PRODUCTION 
ASSISTANT 


with Agency experience is re- 
quired by leading London Agency. 
Preference will be given to appli- 
cants in the early or mid-twenties. 
Good working conditions and 
prospects. Five-day week. Staff 
restaurant. Sports activities. 
Superannuation scheme. Apply, 
giving age, experience, and salary 
required, to : 


Box 3533 
Advertiser's Weekly 180 Fleet St EC4 


industrial & Agricultural 
PHOTOGRAPHER 


Vacancy occurs in London head 
office of large organization for 
young but experienced industrial 
photographer, able to do own pro- 
cessing and enlarging, and prefer- 
ably with some knowledge of farm- 
ing, for still and lémm. cine work. 
Own car would be an advantage. 
Write with full particulars of age, 
experience, salary required, to 
Box 3511 
Advertiser's Weekly 180 Fleet St €C4 


DISPLAYMAN required for freelance 
work at week ends and one Monday, 
mid-August to mid-September The 
displays are prefabricated and photo- 
graphed for erection in provincial 
cities. Write 
Box 3486 Ad. Weekly 180 Fleet St EC4 

LETTERING ARTISTS and Retouching 
Artists required by a Studio in Fleet 
Street. Good salary and holiday this 
year Excellent working conditions, 
five-day week. Wide variety of good- 
class work 
Box 3535 Ad. Weekly 180 Fleet St BC4 

PRODUCTION MAN with agency 
experience and initiative, to control 
press production for a group of impor- 
tant clients ‘Phone CLErkenwell 
0545, Mr. Button, or write to The 
Secretary, Roles & Parker Lid., Rapier 
House, Turnmill Street, E.C.1 


“ REPRESENTATIVE required by old- 


established Printing House in Man- 
chester. Accustomed to high-class 
Pattern Work and General Printing 
Salary and commission Excellent 
prospects for right man Apply to 
Box 3520 Ad. Weekly 180 Fleet St EC4 


ADVERTISING REPRESENTATIVE 
wanted, with proved selling record 
for first-class media References 
Magnet Advertising Co., Ltd, 91 
Stoke Newington Church Street 
London, N.16. Tel.: CLIssold 6991 


YOUNG MAN, age about 21 years, 
required for the Advertisement depart- 
ment of the Berkshire Chronicle 
Excellent prospects. Write, or apply 
in person, to the Advertisement 
Manager, Berkshire Chronicle, 17/19 
Valpy Street, Reading. 


accounts. 


figure). 


and a generous salary. 


etc., to:— 


LAYOUT /GENERAL 
ARTISTS 


A rapidly expanding agency is always prepared 
to hear from experienced young artists who seek 
the opportunity to work on important national 


They must be capable of producing finished 
roughs from visuals with tha ability to tackle some 
finished work when required (not necessarily 


Knowledge of typography an advantage. 
The position offers full scope, good prospects 


Profit-sharing and bonus schemes. 
Holidays this year by arrangement. 


Write for interview stating previous experience, 


Art Director, 
Arthur S. Dixon Limited, 
229, High Holborn, W.C.1. 


Phone your classifieds 


WAT 3388 (Ex. 25) 
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May 4, 1956 


APPOINTMENTS VACANT 


ARTISTS 
VISUALISERS 
TYPOGRAPHERS 
COPY-WRITERS 
EXECUTIVES 

and all 

Production Staff 


There are Good jobs waiting for 
Good men. 


Secretaries—Shorthand Typists 
—Copy Typists used to Agency 
Work are urgently required. 


Required in London studio of 
well-known Printing House, a 


Young Artist 


who is also something of an 
Engineer, to design and con- 
struct Showcards in Cardboard 
for Window and Counter 
display. He will be in the 
studio with other artists who 
have been engaged on this 
work for many years. It is a 
pleasant, friendly and spacious 
studio, warm and with excellent 
lighting. A good salary will 
be paid to the right man. 
(Pension Please 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


scheme). 
apply in writing to 


Box 3425 
Advertiser's Weekly 180 Fleet St EC4 


write, call or phone 
STAFFS ORGANISATION 
itl, High Holborn W.C.1. 
CHAncery 2550 


DRAUGHTSMAN-DESIGNER required FOUR OR FIVE RELIABLE SPACE 
for Exhibition and Sienteem SALESMEN OR WOMEN are re- 
interiors, capable of preparing per- | quired to cover the North of England 
spectives, working drawings, Organising | and the North Midlands for national 
and seeing work through to comple- trade journals of high repute by Fleet 

Street Publishers Commission only 


tion. Apply, in writing, stating salary | 2 
required, to David Esdaile & Co., of 20 per cent. will be paid on all 
Ltd.. 30 Stannary Street. $.E.11 new and renewal business. Details in 


ae , first instance to Messrs. Pickersgill 

ARTIST /DESIGNER required for Publicity Service Ltd., pasute Cham- 
prominent packaging firm in North- bers. East Parade. Sheffield 
East London Excellent opportunity | 
in progressive Studio for young man EXHIBITION AND 
capable of preparing roughs and | foreman, with all-round knowledge of 
finished drawings for reproduction by display and exhibition finishes, re- 
Letterpress, Photo-Litho and Photo- — to —_ over paint and spray 
yravure processes Pleasant working epartmen : = 
aw Ag Canteen, Five-day week. Box 3375 Ad. Weekly 180 Fleet St EC4 
Apply, stating age, experience and MALE OR FEMALE ADVERTISING 
salary required, to _. | CONTACT required by Weekly 
Box 3417 Ad. Weekly 180 Fleet St EC4 Colour and Monotone Photogravure 
TECHNICAL ARTIST required with Magazine Must have had previous 


or Y 


ability to produce Layout for Advertis- space-selling experience Hard work, 
ing Also a first-class Retoucher but congenial and happy atmosphere 
wanted. Bonus and pension schemes compensate. Apply, giving details of 
operating. Write ger experience, to 

Box 3525 Ad. Weekly 180 Fleet St EC4 x 3441 Ad. Weekly 180 Fleet St EC4 


Young & Rubicam require a 
Television Traffic Controller 
who will traffic all internal 
work necessary to obtain 
Client-approved storyboards 
Apply to: 
Mr. T. Jessop, TV/ Admin. Manager, 
Young & Rubicam Ltd., 


285 Regent Street, London, W.1. 
Hyde Park 6757. 


SMITHS’ 


Require a 
Traffic Control Assistant 
and 


Two Production 


Assistants 


Write in the first instance to 
Ben Fry, our Production 


Manager, giving us details 


of your qualifications 


and experience and then 


come and talk to us 
about the prospects that 


these jobs offer. 


100 FLEET STREET, 
LONDON, E.C.4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | EINER 


“HAND-PICKED” SECRETARIES | Advertising 
available—The Wigmore Agency, 67 | rn 

Two and Marketing 

SCHEDULE AND 


Wigmore St., W.1. HUNter 9951/2/3. 
Executive 
DISPATCH CLERKS 


ADVERTISING REPS (2), experienced, 
M.1.P.A., A.S.M.A. 
REQUIRED 


well introduced, own office, seek space 
or mail order proposition. Commis- 
sion, expenses 
DECIDES THAT THE GRASS IS 
GREENER ON THE OTHER SIDE 
Previous experience in either a news- OF THE FENCE 
Paper advertisement office or agency 
production department is 


Box 3507 Ad. Weekly 180 Pleet St BC4 
EXPERIENCED Working Dispatch 
necessary 
Write giving full details and osiany 
required to : 


Manager seeks post where he is 
capable of undertaking duties of 
Production Manager, Greenlys Limited, 
9 Berkeley Street, W.1. 


APPOINTMENTS VACANT 


ADVERTISEMENT 
REPRESENTATIVE 


REQUIRED 


By Proprietors of Trade and Technical 
Journals to work in the London area. 
Experience of selling space in trade and 
technical and controlled circulation 
publications is necessary along with 
ability to earn an income in first year 
of not less than £1,000. Write full 
particulars of experience to 


Box 3510 
Advertiser's Weekly 180 Fleet St EC4 


various kinds, other than general dis- 
patch and postal, administrative duties 
and organisation of messengers, and 
transport arrangements 

Box 3504 Ad. Weekly 180 Fleet St EC4 


DISPLAY & EXHIBITION MANAGER 
seeks post with London company. Full 
technical and practical experience. 
Box 3518 Ad. Weekly 180 Fleet St EBC4 


PUBLIC SCHOOL MAN, age 28, secks 
position Assistant Ad Manager. s 
years’ agency experience. School Cert. 
Box 3515 Ad. Weekly 180 Fleet St EC4 


A PR ACCOUNTS EXECUTIVE (33) 
seeks position where rifle accuracy 
giving shotgun coverage is required, 
backed by 10 years’ experience. 

Box 3052 Ad. Weekly 180 Fleet St EC4 


Agency man (31) seeks appointment as 
Advertising Manager with progressive 
London firm, either to take over exist- 
ing department or to start from scratch. 
Well used to controlling staff and can, 
of course, talk to Agencies in their own 
language. Can make an appointment 
at any time and willing to start 
immediately. 
Box 3489 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND /TYPIST required for 
interesting work in West End office 
of old-established and well-known 
Company. /e work involves short- 
hand and typing in the Public Rela- 
tions Department. It is not a 
secretarial post and applicants should 
be accurate and adaptable. Modern 
office building, lunch vouchers, five- 
day week. Write, stating salary re- 
quired, to 
Box 3460 Ad. Weekly 180 Fleet St BC4 

LAYOUT MAN wanted for monthly 
journal. Good prospects for young 
man with ideas and initiative. At 


ADVERTISING DEPARTMENT re- 
quires all-round Artist, aged 20-26, 
with a creative flair and capable of 
finished artwork. Position is perma- 
nent, superannuated and offers con- 
siderable scope in the design and pro- 
duction of leaflets, sales aids, dis- 
plays, exhibitions, etc. Write, giving 
full details of experience and salary 
required, to Advertising M 


FREELANCE TV script and ideas man. 


least three years’ experience essential. 
Apply Editor, Percival Marshall Ltd., 
19 Noel Street, London, W.1 (Gerrard 
R811) 


Celotex Ltd., North Circular Road. 
Stonebridge Park, London, N.W.10. 


SPACE 
DEPARTMENT: 


FIRST CLASS 
OPPORTUNITY 


We think this is a First Class Oppor- 
tunity because it will give someone 
with ambition the chance to take 
charge of our space department and 
build it into a really efficient self- 
contained unit. An orderly mind, a 
good memory and the ability to handle 
detail are therefore essential general 
requirements for the job. At the same 
time it is useless to apply unless you 
have : 


(a) a working knowledge of all press 
and an intimate knowledge of the 
Trade, Technical and Industrial Press; 


(8) the ability to write a sound 
diplomatic letter ; 


(c) practical experience of a good 
space recording system and how to 
operate it ; 


(p) the ability to handle staff, delegate 
subsidiary duties and make sure that 
your instructions are carried out. 


We want a “ working "’ person, some- 
one who is prepared to get down to 
the core of the job and by conscientious 
attention to its requirements make 
themselves an important factor in our 
future development. We are a pro- 
gressive London advertising agency 
and if you think you fulfil the above 
requirements let us have the fullest 
details, including salary required, to 
enable us to assess your worth. 


Box 3532 
Advertiser's Weekly 180 Fleet St EC4 


AGRICULTURAL 
WRITER 


Important London company in agricul- 
tural field has vacancy in advertising 
department for writer to work under 
advertising director compiling reports, 
articles, booklets, etc., from technical 
sources and for written public relations 
work for publicity, the press, house 
organ, etc. Suitable for man or woman 
with agricultural knowledge, back- 
ground or degree, copy-writing and/or 
journalistic experience an 

writing style. 

Send details of suitability, salary 
required, etc., for preliminary inter- 
view, to: 


Box 3487 
Advertiser's Weekly 180 Fleet St EC4 


PART-TIME REPRESENTATIVE 


(either sex) required by Printing, Com- 
mercial Art and Photographic Service. 
Will suit representative already calling 
on advertisers and agents. Good 
backing assured. 

Box 3531 Ad. Weekly 180 Fleet St EC4 


P.A. to Managing Director of commercial 
art and photographic Studio, 


LADY 
with knowledge of art and advertising 
to assist on national accounts. 


ARTISTS 
General/t ing/R 
First-class work essential. 
Box 3480 
Advertiser's Weekly 180 Fleet St EC4 


THE COAL UTILISATION COUNCIL 


requires a Display Officer for Scot- 
land and the North of England to be 
based in Glasgow. Only men with real 
creative ability, exhibition and show- 
room display experience able to pre- 
pare specifications and detailed work- 
ing drawings for contractors will be 
considered. Car supplied; must be 
experienced driver. Commencing 
salary £650 p.a. Permanent and pen- 
sionable post. Write full details to 
the Publicity Officer, C.U.C., 3 Upper 
Belgrave Street, London, S. W.i. 


APPOINTMENTS WANTED 


YOUNG MAN (26), with practical print- 


ing experience is — position as a 
print buyer in Londo: 
Box 3517 Ad. Weekly. 180 Fleet St EC4 


Phone your classifieds 


ADVERTISING /PUBLICITY MANAGER 


at present with well known industrial 
company, seeks change. Experienced in 
all types of technical and industrial press 
advertising, production of literature, 
house journals, direct mail, public rela- 
tions, etc. Fully experienced commercial 
photographer, including film production, 


Box 3509 
Advertiser's Weekly 180 Fleet St EC4 


| 
| 


Swiss 


experienced all aspects from idea to 
production (8 years BBC), seeks free- 
lance or temporary staff contract. 

Box 3496 Ad. Weekly 180 Fleet St EC4 


(male), 25. German, French, 
English, with three years’ experience 
in important Swiss agency, seeks post 
in advertising agency, or as student 
trainee. 

Box 3508 Ad. Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


Advertising Agency 
Services in 


Uruguay and 
Argentina 


Mr. J. J. Nery, managing 
partner of Publicitaria 
Uruguaya, leading 
Uruguayan advertising 
agency, will be in 
London from May 16th 
onwards for a period of 
three weeks. He is 
anxious to contact adver- 
tising agents who have 


Please write in strict confidence to Mr. J. J. Nery, 
Box 3512 
Advertiser’s Weekly 180 Fleet St EC4 


interests in Uruguay or 
Argentina or who are 
contemplating placing 
their clients’ advertising 
in either country. He 
would also welcome en- 
quiries from firms who 
are considering entering 
these markets or expand- 
ing their activities there. 


to WAT 3388 (Ex. 25) 
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May 4, 1956 


APPOINTMENTS WANTED 


2 EXECUTIVES WANT TO 
LEAVE GOOD JOBS 


As a result of management changes, they 
now find themselves administering a 
sales and advertising policy in which 
they have no confidence. They hope 
that someone can offer them jobs where 
their abilities and extensive all-round 
experience of : advertising, marketing 
(agency and advertiser), P.R., etc., on 
the one hand ; and design, art, print 
and production on the other, can be 
put to real use. 

If you would like to hear more of either 
—or both—please write to 


Box 3629 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR ARTIST, with studio experi- 
ence, seeks interesting progressive 
position 
Box 3528 Ad. Weekly 180 Fleet St BC4 

A FINE THING for the Agency to have 
at call, “Britain’s best copy-brain.”’ 
Retainable for one or two more big 
accounts. Close working with staff. 
Client-meetings, if wished. Or con- 
fidential. No competitive accounts. 
Box 3456 Ad. Weekly 180 Fleet St BC4 


TENDERS 


COUNTY BOROUGH OF SOUTHPORT 


SOUTHPORT 
OFFICIAL GUIDE BOOK 
1957 


The Southport Corporation invites 
tenders for the printing of the 1957 
Southport Official Guide Book. Speci- 
fications may_be obtained _ — the 


iii 


FREE-LANCE 
VISUALISER 


LONDON PUBLICITY 
DEPARTMENT 
of large Industrial Organization 
requires a 
FIRST-CLASS FREE-LANCE 
VISUALISER 
for approximately two days a 
week. 
Box 3433 
Advertiser's Weekly 180 Fleet St €C4 


PR EXECUTIVE available for freelance 


PUBLIC RELATIONS WRITER offers 


or short term contracts. London 
only. Complete programming. 
Box 3053 Ad. Weekly 180 Fleet St EC4 


research, writing, backed by 
PR experience, new nel 
tourism writing 


planning, 
10 years’ 
magazine, 


travelled. 
Box 3051 Ad. Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | SiRcxCmvUnicraa 


DIRECT MAIL SERVICES. Address- 
FREE LANCE SERVICES ing, matching-in, - re S .~- 
letterpress facsimile iE 
ARTIST CREATED PIN-UPS, different H.M.S., Bushey Court, os.W 
and original, eminently suitable for MIT 6899 
calendars, stocking and other adver- 


tisements and magazine illustrations. 
To see specimens, telephone CHAncery 
4908. 


CASH PAID FOR SCRAP STEREOS 
—Zincos 


etc. (delivered or collected) 
a= Iiford Metals, Ltd. VALentine 9677 
PROBLEM COPY and highbrow assign- | 
ments welcomed by group of special- 


ised writers i. scientific and medical PERSONA! 


fields. Log 
Box 3495 Ad. Weekly 180 Fleet St BC4 

| COPY—PROOFS—BLOCKS!! quickly 
delivered Messenger 


ILLUSTRATOR — commissions— 
by District 
REGent 1026—191 Piccadilly, W.1 


straight or humorouw 
Box 3488 Ad. Weekly 180 Pleet St EC4 
BUSINESS OPPORTUNITIES 
mer VERY PRosrenous ||| SPEEDY PRINT SERVICE 
WEEKLY NEWSPAPER | | tor st Advertsing and Sales tearsure 
FOR SALE 


In the N. East of England in ever-ex- | 


GOTHIC PRESS LIMITED 


feadins = Established nearly Euston 5645. 42 Osnaburgh Street 
years. opposition. Together 
with modern plant and excellent (Opposite Gt. Portland St. Station) 


Commercial Letterpress Printing Busi- 
ness with good connections, Contracts, 
etc. Freeho Works, Houses, 
Shops and Cars. Cash Assets and 


WELL - ESTABLISHED ARTIST 
AGENTS representing a few artists 
only, wish to represent a good realistic 


FREE-LANCE 
ARTIST 


Still-life, scraper, lettering, 

retouching—whichever is 

your line, we would like to 

meet you. Call on us any 
time. 


GROOME & LAKER LID. 


6 ARCHER STREET, W.1. 


TENDER” in the top left-hand corner, 
must reach the undersigned not later 
than 10 a.m. on 8th June, 1956. 


Town Hall, R. EDGAR PERRINS, 
Southport. Town Clerk. 
23rd April, 1956. 


ACCOMMODATION 


Publicity. Manager, P.O. » 2 
Hall, Southport. 
Reap: EXPERIENCED agency “Typographer/ 
Tenders in plain sealed envel seeks cx ayouts, 
endorsed “OFFICIAL GUIDE BOOK b= -u) x a“ tations, booklets, etc. 
Box 3514 eekly 180 Fleet St BC4 


sareucmns AND GENERAL ART 
Freelance 


— © secks commis- 


Box "3420 Ad. Weekly 180 Fleet St BC4 


MAYFAIR. 


SALES AND WANTS 


Attractive office building, 
redecorated throughout, 4,000 sq " 
lift, central heating. Long He Re 
for sale. Oxford Street ~~ show- 
room and office b 

position, 4,800 sq. ft., lift, central 
heating. Freehold for sale. For 
details of the above and other office 
and showroom premises in the West 
End for sale and to let, apply to 
Chamberlain & Willows, 23 Moorgate, 
E.C.2 (MET. 8001). 


FOR SALE. Milford-Astor Hot Press 
Multi-Colour Printing Machine, prac- 
tically new 


Box 3527 Ad. Weekly 180 Fleet St EC4 
“PLASTICON” finishes secure greater 


respect for your wire dispensers. 
Trade Metal Works, 2a Brackenbury 
Road, W.6. SHE. 594 


FREE LANCE SERVICES 


SALES PROBLEM? Advertisement 
Director with sales organisation would 
welcome a trade journal or similar 
publication which requires developing. 


FREE-LANCE ARTISTS Wanted . . . 


for layout and finished art work. 
Would be given good briefing and 
probably visuals, but your creative 
ability would not be curbed. Also good 
cartoonist. 


"Phone : Art Director. 
MANCHESTER. BLA SOil. 


TECHNICAL ee Prompt 
accurate service Hobbs, 
M.S.LA, ‘Phone: Valentins 3045. 


Box 3483 Ad. Weekly 180 Fleet St 


FIRST-CLASS FIGURE ARTIST secks 
commissions 


Box 3115 Ad. Weekly 180 Fleet St BC4 


IDEAS 


for leading 
Advertisers & Agents 


Agency experienced Creative Director 
will plan and submit complete schemes 
for consumer, trade and technical 
accounts. Initial discussions without 
obligation and no commissions accepted 
unless confident of being able to 
prepare a successful campaign. Low 
nominal fees for unaccepted schemes. 
Approved schemes from 100 ns. 
Principals only please write— 


Box 3477 
Advertiser's Weekly 180 Fleet St €C4 


“sy figure artist, also stylised figure artist. 
Fullest investigation. Please a SS for a but do 
not sen 


Offers around £20,000 
Write BOX 3513 
Advertiser's “= 180 Fleet St 


specimen 

Box 3505 Ad. Weekly 180 Fleet St EC4 
COLOUR PRINTING. High-quality 
letterpress and litho work. Good 
— The West Yorkshire Print- 

, Ltd., George Street, Wake- 


DISPRO LTD. Ask your printer about field 
the wonderful high gloss, colour inten- 
sification and durability of Dispro 
Lamination—he knows all about it— 


or ask us for specimens. . Addressing, franking and 
Limited, 36-38 Peckham oad, services. Competitive prices. 
: . SES. RODney 7171 6 Enquiries, Dumfries and ay 4 
lines). News, 86 High , Dumfries (468 


NATIONAL MAIL ORDER ORGANISATION 
IN THE MIDLANDS 


WISHES TO CONTACT 


TOP CLASS 
CREATIVE STUDIO 


Order Production. 


Carpets, etc. 


capable of handling all classes of Photographic, Fashion 
and Still-Life work, on a permanent contract basis. 


The suitable studio should have a first-class Creative 
Department capable of suggesting new techniques for 
all types of illustration, with a sound practical Lay-out 
Department which understands the problems of Mail 
Most of the pages are produced 
in four colour and comprise all forms of Women’s and 
Children’s Clothing, Furnishing, Hardware, Toys, Rugs, 


Principals are asked to write in confidence to the Advertising 
Manager, giving full details of the service offered and number 
of Artists available at peak periods. It is not necessary at this 
stage for specimens or quotations to be sent. 


PLEASE WRITE TO BOX 3484 


ADVERTISER’S WEEKLY 180 FLEET ST EC4 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


eric Weekly 


May 4, 1956 


S. a copy 
Ls a year 
Post free 


55/- (overseas) 


These audited net sale figures demonstrate quite 
clearly that the increase in circulation recently 


announced has been held and is continuing. 


JANUARY 1,454,245 
FEBRUARY 1,455,216 
MARCH 1,456,484 


Daily Dispatch 
absprbed j 
' AUDITED 
' DAILY NET SALE 
1 jULY— Pr . 
21 NOVEMBE 
1,213,332 ' 
1955 NOV. DEC. JAN. FEB. MAR. 1956 


NEWS CHRONICLE AND DAILY DISPATCH 


WILLIAM MEMORY + ADVERTISEMENT DIRECTOR 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, WO), ‘or he proprietors, 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 


Business Publications Limited, 


STOP PRESS 


First ‘Stat Review’ 
for TV ready 


month. It is to be published twice 
yearly by Media Records Ltd. 


Annual bowls match between 
advertising agents and press repre- 
sentatives for the “ ast News 
Letter” Trophy will take place at 
Parsons Green Club on Wednesday, 
June 6. Fred Bannister (Masius & 
Fergusson Ltd.) will again act as 
captain for the agents and Albert 
Farr (“Psychology Magazine”) for 
the representatives. 


Lunch of Manchester 
Publicity Associa on Wednesday, 
at the Café Royal, Peter Street, 
(12.30 ) will be addressed by 
Miss Naomi Jacob. 


Arthur H. Wheeler & Co. have 


Listen.” Advertisements are being 
handled direct by Cable Press Ltd. 


G. G. Stack, Dunlop’s general 
sales in Calcutta, has died 
suddenly while home on leave. He 

with Dunlop 


Annual meeting of Audit Bureau 
of Circulations will be held on 
May 23. 


At annual conference of British 
Cake and Biscuit Manufacturers 
Association, at Eastbourne this 
week-end, Leslie Room, director- 
general, Advertising 
will talk on “Advertising.” 


Bond Street Publishers Lid. have 
acquired all rights in “The Writer” 
from Kenneth Grenville Myer. 


Edward " ‘Turner, Weston-super- 


arran, nts sub-committee of the 
pasnaiatien of Health and Pleasure 
Resorts. 


A. H. Melsaac, captain, has 
selected following golfers to repre- 
sent the Fleet Street Column Club 
in Inter-Ad Clubs’ Competitions at 
Brighton conference next week: 

Dunbar and John Sime, 
H. Dawson-Salmon and E. W. Sellar, 
Jack Everett and J. B. Fitzpatrick, 
H. Richard Simmons and A. H. 
Mclsaac. 


Minimum of ten extra hours of 
regular TV per week have been 
arranged by A-R and ATV weekday 
programme contractors for London 
and the Midlands. Additional hours 
will run between 3 p.m. and 5 p.m. 
on weekdays throughout the summer 
quarter starting on June 4. Each 
afternoon’s programme will be net- 
worked in the London and Midlands 


| areas. 


Advertisement, Editorial and Sales office: Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388). 


ike | ll De ae ee hae 
7 oo i os a a ‘ Yd a a et eA ek < f oe iat <= aot 7 ba: 9B: a . : ah ens: a 
. cm i ee: Me IS < 0 RS eat a she “as eels c Ae : ee : P 
ss ia ; - 
t : 
; i 
¥ hie 
! 4 +) ie 
vertisers ‘ 
; 4 
4 ee a 
; Ss Se eee thee — | 
RE ET = 7 
Po 5 
ty Pee WF 
rei ° 7 . 4 ; a - % 4 2 = 
i | po . 
4 a ‘ i : ¥ First issue of “Statistical Review a 
j =») j * ; _ of Independent TY Advertising” 
| ; ; will be ready by the end of this 
Be ‘ : if f = 
ay i — ok ; ly ea - = ca 4 
1 | 7 3 | | 
4 E af . ; mn 
4 | 
aq . 
rt: —— : tisement agents for “Look and 
bak 4 
4 Po 
a 4 : : since h 19 
| i a 
5, ‘ : *s 7 aa a a 
te; a 
. : oa _____ MARCH 
ag 1 ee 
A - 1,436,484 Mare’s publicity officer, has been 
me ee elected chairman of the holiday 
4 ee 
ee 
a 
: ! 
og bec 
i 'e i 


